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ABSTRACT 
 
Customers seek to maximise the value that they obtain through the products that they buy, 
which is why firms that provide their customers with superior value have been traditionally 
considered as competitively competent and able to optimise their sales and profitability. At the 
same time, product adaptation strategy has often been linked with enabling customer value 
creation, inasmuch as it enables addressing heterogeneous and changing customer needs. 
Consequently, the opportunity of customising products to satisfy customers with different 
needs and preferences, constitutes product adaptation particularly important for exporters who 
try to reach different customers in foreign markets. Nevertheless, the link between export 
product adaptation and creating customer value has not been empirically traced so far. What is 
more, the findings regarding whether export product adaptation is the preferred strategy or 
standardisation is the choice that can lead to better performance outcomes remain ambiguous. 
The marketing adaptation literature has suggested that this lack of unanimity calls for a re-
conceptualisation of the phenomenon.  
This study posits that customer value creation, a central marketing concept and a mechanism 
for achieving market and financial goals, is a core outcome of export product adaptation 
activities and seeks to explore this so far empirically unexplored link. Second, in order to 
explore the routes by which adaptation may shape export customer value creation, this study 
adopts a multi-faceted conceptualisation of firm-level product adaptation that comprises export 
product adaptation (i) quantity, (ii) intensity and (iii) novelty. The theoretical premises of the 
attribute-based view of value and the means-end theory support understanding the interplay 
between the different facets of export product adaptation and how they shape customer value 
creation. Additionally, a contingency theory approach serves as the basis to synthesize the 
conceptual framework underpinning this study by taking into consideration the moderating 
effect of several internal to the firm factors and aspects of the firms’ external environment. 
 5 
Drawing on survey data from 249 small, medium and larger Finnish exporting firms this 
study uses structural equation modelling (SEM) to test the hypothesised relationships. The 
results provide evidence to support the claim that the impact of the different aspects of export 
product adaptation on customer value creation is differential. The effect of quantity of export 
product adaptation on export customer value creation is positive, augmented by high levels of 
intensity but impeded by high levels of novelty of export product adaptation. The quantity – 
customer value creation relationship is further contingent on various internal and external 
factors. The results reveal that increased export product variety exerts a strong negative 
moderating impact on the aforementioned relationship. Additionally, conditions of the external 
environment where greater adaptation is beneficial for export customer value creation, and 
instances where greater export product adaptation is potentially harmful for export customer 
value creation are identified. Specifically, product regulation heterogeneity and customer 
dynamism act synergistically by positively moderating the above relationship, while 
investment uncertainty hinders the effect by acting as a negative moderator. The moderating 
effects of export scope, firm size, customer heterogeneity and product regulations dynamism 
are not empirically supported. This study concludes with a discussion of the findings in 
conjunction with their theoretical and managerial implications, as well as the research avenues 
that lie ahead. 
Keywords: product adaptation quantity, product adaptation intensity, product adaptation 
novelty, contingencies, customer value creation, attributed-based view of value, exporting 
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CHAPTER 1 
INTRODUCTION 
 
1.1 Overview 
This chapter offers a comprehensive overview of the subject explored by the present 
research. The relevant theoretical background is provided, and the research gaps are identified 
and discussed. Specific research questions are set and the contributions of the study to theory, 
practice and policy are presented. The chapter concludes with an outline of the chapters 
comprising this thesis and a description of their contents. 
 
1.2 Research Background  
Customer value is at the heart of the marketing discipline and underpins the marketing 
concept (Berghman, et al., 2006). Value-based offerings are gaining the increasing attention of 
firms as tools to achieve their strategic goals and optimise their performance (Terho et al., 
2017). Offerings that bear superior value enable firms to survive in a highly competitive 
landscape and maintain a competitive edge (Eggert et al., 2018). What is more, strategies that 
focus on creating value for customers are often associated with increased sales and profitability 
(Slater & Narver, 1994; Wikström & L’Espoir Decosta, 2018). Export customer value creation 
refers to the extent that export firms are able to offer customer benefits competently, due to 
following strategies which are based on understanding customer needs and satisfying them. 
Specifically, firms create value for the customers by providing to them offerings whose 
attributes bear benefits that offset the associated costs (Kumar & Reinartz, 2016). In this 
   Chapter 1: Introduction 
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context, the ability to enhance how customers perceive the firm’s value offerings is a key 
customer-related performance outcome, associated with marketing-specific firm goals and 
objectives (Katsikeas et al., 2016). 
Firms achieve customer value creation goals through “product and assortment 
development” (Wikström & L’Espoir Decosta, 2018), therefore products adapted for export 
markets incorporate attributes, tangible or intangible, aimed to create customer value (Kumar, 
2015). Such examples of product adaptation-based customer value creation can be found in 
food products with adjusted spiciness to suit local preferences for a stronger taste (with taste 
being a tangible attribute), or modified packaging (a tangible attribute) to meet customer 
preferences for more minimal designs that address differences in aesthetics (an intangible 
attribute). Therefore, customer-value creation is a firm level outcome associated with the 
product attributes offered through export product adaptation. It is important to highlight that it 
is different from perceived customer value, as it is evaluated from the customers. From a 
customer perspective, the construct of perceived customer value captures the inherent 
subjectivity of how different customers perceive value, or as Grönroos and Ravald (2011) 
describe it, what different customers perceive as “value in use”. Returning to one of the 
examples provided above, the firm-level customer value creation activity of adjusting the 
spiciness of food products to satisfy the taste preferences of an export market, might result in 
different perceived customer value when customers actually taste the products; a discrepancy 
that might even be subject to the mood of the customer when purchasing or tasting the product 
and completely independent to the product itself. 
In this respect, the export marketing literature identifies product 1 adaptation as a key route 
to the provision of customer value (e.g. Cadogan, et al., 2002; Navarro-García et al., 2014),  
1 The word product, as employed by this study, includes both products (i.e., consumer goods, industrial goods and 
raw materials) and services.
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and argues that exporting businesses should adapt products to fit the needs of specific markets 
(Katsikeas et al., 2006). Inasmuch as the ultimate purpose of adapting firms’ offerings is to 
satisfy different market needs, the way to customer satisfaction passes through the creation of 
customer value (Mencarelli & Lombart, 2017). Creating customer value, therefore, constitutes 
a key customer-related outcome that firms operating in foreign export markets try to achieve. 
In this context, product adaptation decisions play a critical role in enabling firms to achieve 
their goals and intended outcomes, such as creating customer value. 
Export product adaptation refers to the adjustments performed to products in order to reach 
and satisfy different export markets’ needs and wants (e.g. Cavusgil & Zou, 1994; Douglas & 
Craig, 1989, Leonidou et al., 2002). The intense research attention that adaptation draws is 
owed to the vital role it holds as an antecedent of export performance (e.g. Aulakh et al., 2000; 
Chen et al., 2016; Katsikeas et al., 2006; Schmid & Kotulla, 2011). Product adaptation is often 
captured as an extent of product features adapted (Yip & Hult, 2012). Firms, therefore, have 
the choice to either change their products substantially and be involved in a high degree of 
product adaptation, or alternatively, keep the changes to minimal levels and enter export 
markets with highly standardised products. The changes can be made into a wide variety of 
product features including, but not limited to, design, quality, brand name, packaging, and 
warranty (Katsikeas et al., 2006; Quester & Conduit, 1996).  
Part of the early international and export marketing strategy studies treats product adaptation 
along with the remaining three elements of the marketing mix, namely price, place and 
promotion, as part of the overall extent of marketing strategy adaptation for the international 
or export markets (Birnik & Bowman, 2007; Viswanathan & Dickson, 2007; Cavusgil & Zou, 
1994). In such cases, the extent of adaptation undertaken is reflected in the overall reported 
degree of marketing strategy adaptation. Subsequent studies explore issues pertaining to 
product adaptation separately to the other elements of the marketing mix and capture the 
   Chapter 1: Introduction 
 20 
distinct extent of product adaptation (e.g. Hultman et al., 2009; Leonidou, 1996; Zou & 
Cavusgil, 1996). 
In recent years, the role of marketing strategy adaptation, in general, and product adaptation 
specifically, draws the attention of the international marketing research. Several streams of the 
literature tackle issues pertaining to marketing strategy adaptation at the global (e.g. Levitt, 
1983; Steenkamp, 2014; Zou & Cavusgil, 1996), international (e.g. Schmidt & Kotulla, 2011; 
Szymanski et al.,1993; Ward, 1973) and export marketing context (e.g. Aulakh et al., 2000; 
Cavusgil & Zou, 1994; Hultman et al., 2009; Sousa et al., 2014). As a result, a noteworthy 
amount of early research focuses on identifying issues that drive adaptation (e.g. Cavusgil & 
Zou, 1994; Laroche et al., 2001), while other studies explore the link between the marketing 
strategy adaptation or product adaptation and performance (e.g. Navarro-García et al., 2014; 
Szymanski et al.,1993; Zou & Cavusgil, 2002). 
While several studies indicate a direct link between marketing strategy adaptation and 
performance, another part of the literature is drawing upon the contingency theory and the 
concept of strategic fit in order to explain how the success of the strategy is contingent upon a 
number of situational factors (e.g. Calantone et al., 2006; Hultman et al., 2009; Katsikeas et 
al., 2006; Schilke et al., 2009; Tantong et al., 2010). In this context, organisational factors and 
external environment conditions are suggested as potential moderators of the marketing 
strategy–firm performance relationship. Thus, it is highlighted that internal and external 
contingencies can play an important part in influencing the effect of export product adaptation 
on the firm outcomes sought, such as customer value creation.   
Despite the widely-reported importance of creating customer value and of choosing the 
optimal export product strategy to serve the different export markets, there still remain issues 
pertaining to these aspects that need to be explored. First, the link between export product 
adaptation and customer value creation is not yet empirically tested, notwithstanding a frequent 
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insinuation present within the relevant literature which indicates that adapting products 
satisfies what customers need. Such an exploration would enhance the understanding of how 
aspects of export marketing strategy, such as export product adaptation, enable customer value 
creation, a customer-related outcome about which there is little conceptual and empirical 
investigation.  
Second, there are calls for revisiting the conceptualisation of adaptation (Poulis & Poulis, 
2013; Theodosiou & Leonidou, 2003) which is so far predominantly addressed by separating 
marketing strategy in its constituent marketing mix elements. It remains critical to bring 
together the relevant information provided throughout the pertinent product adaptation 
literature about the several aspects that constitute export product adaptation. Furthermore, it is 
important to explore how different facets of product adaptation can separately and in different 
ways influence firm outcomes, and specifically customer value creation.  Additionally, it is 
crucial to examine export strategy within its internal and external environment, as the 
environment can affect performance outcomes. Therefore, it is fundamental to introduce a 
simultaneous consideration of a series of internal and external to the firm aspects and shed light 
to their moderating impact on the export product adaptation (and its multiple facets) – customer 
value creation relationship. The sections that follow describe the above-summarised literature 
gaps in more detail.  
 
1.3 Identified Literature Gaps 
1.3.1 Research Gap 1: The Effect of Export Product Adaptation on Creating 
Customer Value 
Export product adaptation, as part of the international marketing strategy, is traditionally 
associated with influencing export performance (Birnik & Bowman, 2007; Chen et al., 2016; 
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Theodosiou & Leonidou, 2003). Part of the export, international and global marketing literature 
links adaptation with positive performance outcomes (e.g. Brouthers & Nakos, 2005; Cavusgil 
& Zou, 1994, Sousa et al., 2014; Tantong et al., 2010). The remaining part of the literature 
argues in favour of following a more standardised approach to achieve optimal performance 
(e.g. Szymanski et al., 1993; Zou & Cavusgil, 2002). Most of the existent research focuses on 
firm performance outcomes, with part of the evidence suggesting adaptation as the means to 
achieve positive results (Navarro-García et al., 2014), and other findings recommending that 
standardisation is the choice of strategy that optimizes export performance (Aulakh et al., 2000; 
Steenkamp, 2014).  
Though the relationship between facets of product adaptation and some variables of 
importance to exporters (e.g., financial performance, sales, and market share) are examined 
quite extensively (e.g. Aulakh et al., 2000; Brouthers & Nakos, 2005; Cavusgil & Zou, 1994; 
Hultman et al., 2011; Navarro-García et al., 2014; Tantong et al., 2010; Schilke et al., 2009; 
Szymanski, et al.,1993), the critical issue of product adaptation’s customer-related outcomes 
is surprisingly under-explored. For example, while customer-related aspects, such as 
acceptance, satisfaction and retention, are studied in the adaptation literature on occasion, they 
are treated only as part of composite scales of overall performance: their individual 
relationships with adaptation are unknown since they are aggregated with financial and market 
performance data (e.g. Chryssochoidis & Wong, 2000; Hultman et al., 2009; Katsikeas et al., 
2006). Therefore, the actual impact of adaptation on these outcomes is rather hard to determine. 
Customer value is empirically considered only in the study of Schilke et al. (2009), although 
again as a part of a composite scale of international firm performance.  
 Therefore, the impact of adaptation on creating customer value for firm export markets is 
yet only partially charted. Since customer value holds a central position in marketing concept 
and constitutes a source of competitive advantage (Berghman et al., 2006), it is imperative to 
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examine how international marketing strategy, more specifically, export product adaptation, 
impacts value creation by firms competing in export markets.  
 
1.3.2 Research Gap 2: Conceptualization of Export Product Adaptation 
While the effect of product adaptation, as a separate aspect of the adaptation of marketing 
strategy, on various venture-level (Hultman et al., 2009; Li, 2010; Zeriti et al., 2014) and firm-
level performance outcomes (Aulakh et al., 2000; Navarro-García et al., 2014; Schilke et al., 
2009; Sousa et al., 2014) within an international (e.g. Akaah, 1991), global (e.g. Zou & 
Cavusgil, 2002) or export (e.g. Navarro-García et al., 2014) marketing setting has been studied, 
researchers are yet to account for the various different mechanisms via which export product 
adaptation may shape customer value. The root of this knowledge deficiency is that product 
adaptation is generally conceptualised as the extent to which a product’s features are adapted 
for different markets (e.g. Cavusgil & Zou 1994). Adaptation and standardisation are so far 
mostly treated as opposite ends on a continuum of lesser or greater extent (Yip & Hult, 2012). 
Drawing on the proposition that conflicting views of whether adaptation or standardisation is 
the optimum strategy option may be due to semi-conceptualisation of the phenomenon 
(Theodosiou & Leonidou, 2003), this study posits that the so-called degree of adaptation 
encompasses various facets. Therefore, product adaptation is a more complex phenomenon 
with multiple dimensions, which may interact with each other, as well as hold differential 
independent relationships with customer value creation.  
The early product adaptation work of Ward (1973) conceptually describes adaptation as 
multidimensional, by referring to the amount and the extent of product adaptation. Similarly, 
Poulis and Poulis (2013) qualitatively explore the breadth and the depth of product adaptation. 
Steenkamp (2014) describes the managerial preference towards handling fewer different 
versions of the products that they manage across foreign markets; a claim that indicates the 
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existence of a quantity dimension of product adaptation. Finally, the product innovation 
literature identifies a dimension which reflects the newness related to product formations (e.g. 
Boso et al., 2012; Szymanski et al., 2007). Thus, the lack of research on adaptation as a 
multidimensional concept is a critical research gap and one that requires attention. Drawing on 
seminal works in the innovation and adaptation literature, this study examines three critical 
dimensions of product adaptation, namely quantity, intensity, and novelty, for customer value 
creation.  
First, product adaptation quantity is conceptualised based on Ward’s (1973) insights that 
firms can adapt a few or many of their products for the needs of their foreign markets. Quantity, 
then, represents the total amount of adaptation the firm performs across its entire portfolio of 
export products (i.e. by creating different product versions for its various export markets). As 
an illustration, consider two firms (Firm A and Firm B). Firm A sells six products in its 
domestic market and adapts each product for export purposes by creating only two versions of 
each product exported. Firm B also sells six products but creates ten different versions for each 
product exported. In this example, firm B is engaging in a higher quantity of product adaptation 
compared to firm A. The total amount of adaptation undertaken by the firm resembles the 
amount of product innovation which is inherent in product innovativeness and enables firms to 
launch new products that address export market needs (Boso et al., 2013). Deciding on the 
quantity of product adaptation to pursue across all export activities is a primary product 
adaptation decision that firms must make. Furthermore, product adaptation quantity decisions 
have critical implications in terms of the total level of costs incurred in the firms’ export 
activities and the customer value created in export markets (Steenkamp, 2014).  
The second product adaptation dimension is intensity, reflecting Ward’s (1973) view that 
adaptations can be minor or major. Typically viewed on a continuum in the adaptation literature 
(e.g. Hultman et al., 2009), adaptation intensity can range from low (reflecting a firm’s 
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tendency to modify only a few of their exported products’ features), through to high (indicating 
a tendency to adapt many of the features of exported products). 
The third product adaptation dimension is adaptation novelty. Rooted in the product 
innovation literature, novel product innovations are deemed critical for satisfying export 
customers’ needs and enhancing value creation (Boso et al., 2013). An exporter’s novel product 
adaptation activities may entail customary and familiar alterations to the products adapted (i.e. 
involve low levels of adaptation novelty), or alternatively, comprise changes that are radical or 
cutting-edge (i.e. involve high levels of adaptation novelty).  
A multi-faceted approach towards the study of the effects of product adaptation, therefore, 
can offer a thorough and inclusive understanding of the issue and how it influences 
performance outcomes. Additionally, such an outlook is necessary to provide a comprehensive 
understanding of the different and opposing ways in which the creation of customer value is 
affected. Therefore, understanding the differential impact of the different facets of product 
adaptation is vital to determining a successful composition of firms’ product adaptation 
strategy, by understanding when product adaptation is beneficial to create customer value, as 
well as how intense and how novel it should be in order to enable such a positive outcome. 
 
1.3.3 Research Gap 3: Consideration of Moderating Effects 
Several international and export performance studies highlight the influence of the internal 
and the external environment on performance outcomes (e.g. Calantone et al., 2006; Cavusgil 
et al., 1993; Douglas & Wind, 1987; Jain, 1989; Morgan et al., 2004; Oliveira, 2015). In 
accordance to contingency theory (Ginsberg & Venkatraman, 1985), there is not one right 
strategy that fits all rather the success of the strategy depends on the internal and the external 
to the firm situation (Chen et al., 2016). Similarly, the relational perspective of value refers to 
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the situational dependence of value, whose provision and perception depends on the internal 
and external situation (Sheth et al., 1991; Sweeney & Soutar, 2001). 
Most of the international marketing strategy or adaptation studies that consider internal 
aspects focus their consideration on how these internal aspects drive marketing and product 
adaptation decisions or performance outcomes (e.g. Laroche et al., 2001; Zou and Cavusgil, 
1996). Their influence is often explored through the lenses of the resource-based view of the 
firm (RBV) (Barney, 1991; Galbreath, 2005;). Such internal strategic, product and 
organisational characteristics might have their own role in affecting the relationship between 
marketing strategy and export performance (Katsikeas et al., 2006). According to the 
contingency theory, the outcome of a strategy will depend on these internal factors. Limited 
studies consider internal moderating effects, for example, the effect of product strategy, 
strategic orientation, firm size and product homogeneity (e.g., Navarro-García et al., 2014; 
Schilke et al., 2009; Tantong et al., 2010). 
According to the same theory (i.e., the contingency theory approach), external outcomes 
might influence the relationship between adaptation strategy and performance. Three types of 
environmental forces are typically associated with strategy performance outcomes, namely 
heterogeneity (i.e. the extent of differences), dynamism (i.e. the degree of change), and 
uncertainty (i.e. the extent of insecurity and vagueness) (e.g. Boso et al., 2012; Ryans et al., 
2003; Theodosiou & Leonidou, 2003; Cadogan et al., 2005; Cadogan et al., 2009). International 
marketing and export studies consider the role of the macro-environment, namely the political, 
environmental, socio-cultural, regulatory, technological and economic landscape, as well as 
the aspects pertaining to the competition, the customer characteristics and the demand (e.g. 
Hultman et al., 2009; Jain, 1989; Katsikeas et al., 2006; Cavusgil et al., 1993; Kustin, 2004; 
Rao-Nicholson & Khan, 2017; Schmid & Kotulla, 2011). 
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Despite the call for considering the moderating effects of the external environment within 
an export context (Chen et al., 2016), relevant empirical research is still at an infant stage. 
While the studies that consider the moderating effect of the external environment are limited 
(e.g. Aulakh, 2010; Li, 2000; Oliveira, 2015), it is critical to understand how export product 
adaptation, in its re-conceptualised form, influences customer value creation under different 
external environment conditions.  
 
1.4 Research Questions 
This study’s main quest is to trace the effect of the multi-dimensional product adaptation on 
customer value creation within an export environment. In this context, and in line with covering 
the existing literature gaps, this study’s objective is to address the following research questions 
and along these lines advance the relevant subject knowledge. These research questions are: 
Research Question 1: What is the relationship between export product adaptation and 
customer value creation? 
Research Question 2: How can export product adaptation be re-conceptualised?  
Research Question 3: How do the three, alleged, different product adaptation dimensions, 
reported in the literature, jointly act to influence customer value creation in firms’ export 
markets? 
Research Question 4: What is the moderating effect of organizational factors, such as 
product-related aspects, strategic issues and firm characteristics, on the relationship between 
export product adaptation and customer value creation? 
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Research Question 5: What is the moderating effect of the aspects of the external 
environment, such as heterogeneity, dynamism and uncertainty, on the relationship between 
export product adaptation and customer value creation? 
In order to address the research questions posed, the present study draws in the literature 
that identifies strategy as a driver of performance (e.g. Aulakh et al., 2000; Katsikeas et al., 
2006; Schmid & Kotulla, 2011), at several levels and contexts. Therefore, the international 
marketing strategy literature along with export-specific studies within it are assessed. Further 
assessed is the product innovation literature. Insights from both firm-level and the venture-
level studies are considered and associated with how they might influence export customer 
value creation at the firm level. Further visited is the value-related literature. This study adopts 
an attribute-based view of value, which draws on the means-end theory (Gutman, 1982), to 
explain how export product adaptation enables firms to create customer value. Based on the 
suggestion that adaptation shall be decomposed, revisited, and re-conceptualised (e.g. 
Theodosiou & Leonidou, 2003) in order to understand the exact ways in which it influences 
performance outcomes, a multi-faceted conceptualisation of export product adaptation is 
embraced. Specifically, the study explores how the various aspects of export product 
adaptation interact and differentially affect export customer value creation.   
Additionally, this study intends to shed light on the whole environmental setting facing 
export firms that adapt their products in order to create customer value. Product adaptation is 
traditionally linked with satisfying customer needs and wants, and consequently customer 
value (e.g. Cadogan et al., 2002). Nevertheless, according to the contingency theory 
perspective (Ginsberg & Venkatraman, 1985), achieving firm performance outcomes is 
dependent on firm and external environment characteristics. The RBV of the firm (Barney, 
1991) is employed to help understand how internal organisational characteristics influence the 
export product adaptation—customer value creation relationship. Additionally, aspects 
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pertaining to the heterogeneity, the dynamism and the uncertainty of the external environment 
are proposed as determinants of firm and export performance (e.g. Boso et al., 2012; Ryans et 
al., 2003; Theodosiou & Leonidou, 2003; Cadogan et al., 2009). Consequently, this study 
attempts to examine the role of such external to the firm aspects in influencing how export 
product adaptation shapes customer value creation. 
 
1.5 Theoretical, Managerial and Policy Making Implications 
The general aim of this study is to expand the understanding of export product adaptation 
and how it impacts performance outcomes. The theoretical contribution of this study is three-
fold. First, this research unpacks the relationship between product adaptation and customer 
value creation, a customer-related, so far unexplored, outcome. To trace the afore-mentioned 
relationship, this study addresses the longstanding calls in the literature to treat adaptation as a 
multi-dimensional phenomenon (Poulis & Poulis, 2013; Theodosiou & Leonidou, 2003). 
Therefore, the second theoretical contribution of this work is that it examines, for the first time, 
multiple dimensions of export product adaptation and how their interplay shapes customer 
value creation. The adoption of a multi-faceted approach to export product adaptation enables 
uncovering greater complexity than is typically recognised in the product adaptation literature. 
The third theoretical contribution of this study lies in the exploration of the effects of several 
internal and external to the firm factors. Addressing the appeal of the literature to empirically 
test internal and external moderating effects on export performance outcomes (Chen et al., 
2016), this study complements the existent studies that adopt a contingency theory approach 
(e.g. Calantone et al., 2006; Hultman et al., 2009; Katsikeas et al., 2006; Schilke et al., 2009; 
Tantong et al., 2010) and augments understanding about the effect of export product adaptation 
within a broader, more comprehensive setting. 
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Conclusively, this study extends the conceptualisation of adaptation so that it taps three 
separate aspects of product adaptation, namely quantity, intensity and novelty. The aim is to 
shed light into the specific effect of quantity of product adaptation on a non-financial outcome, 
namely customer value creation; an aspect that represents a major knowledge void in extant 
literature that warrants investigation. The moderating effects of intensity and novelty of export 
product adaptation are additionally explored.  Further moderating effects of the internal and 
the external environment are considered. Specifically, export complexity (e.g. the number of 
products exported, export scope) and export resources (e.g. firm size) are included as internal 
moderators of the export product adaptation quantity—customer value relationship. External 
conditions that influence the above-mentioned relationship are also investigated. In this 
context, the effects of heterogeneity, dynamism and uncertainty of environmental aspects 
related to customers, product regulations and investments are also explored. 
The present research further makes substantial contributions to managerial practice. First, 
this study posits that a higher quantity of export product adaptation enables higher customer 
value creation in the firms’ export markets. Second, the multi-faceted examination of export 
product adaptation sheds light into the different aspects comprising export product adaptation 
and explain to export practitioners their differential effects and their interplay in creating 
customer value. Such comprehensive understanding of the different roles of the aspects of 
export product adaptation, namely quantity, intensity, and novelty, enables taking adaptation 
decisions and forming an optimally combined product adaptation portfolio suitable to the 
specific objectives set. Third, by exploring the role of contingencies that may shape the 
relationship between adaptation and value creation, this study offers exporters an actionable 
export adaptation strategy that takes into consideration both the internal to the firm situation 
and the external to the firm environmental conditions.  
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Finally, this study offers suggestions to policymakers, based on the critical moderating role 
of the external to the firm conditions. Although high heterogeneity of the environment and a 
high degree of differences among export markets indicate adaptation is the best choice for 
optimising customer value creation, higher heterogeneity and higher dynamism deem product 
adaptation essential. The vital importance of the regulatory environment in which the firms 
operate is particularly highlighted. Additionally, operating in a stable and predictable 
environment, which can be linked with political stability and the existence of strong trade 
bonds, is highly suggested, as instability and trade wars can be accountable for high levels of 
turbulence and uncertainty and might hinder export product adaptation outcomes and 
specifically its impact on creating customer value. 
 
1.6 Thesis Outline 
The thesis consists of seven different chapters, as presented in Figure 1.1. 
Figure 1.1 Thesis Outline 
 
Chapter 1: Introduction
Chapter 2: Review of the Literature
Chapter 3: Conceptual Framework & Hypotheses Development
Chapter 4: Research Methodology
Chapter 5: Measurement Assessment
Chapter 6: Hypothesis Testing & Findings
Chapter 7: Discussion & Conclusions
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This first chapter sets the ground for the issue addressed by the present research. 
Specifically, this chapter identifies the importance of conducting this opus, it offers a thorough 
overview of its quests and objectives, while it also makes an introduction to the intended 
theoretical and managerial contributions. It ends with the present outline of the whole thesis 
and the contents of each chapter. 
The second chapter presents a review of the extant international marketing adaptation / 
standardisation literature. Several literature streams are examined in order to identify those 
concepts relevant to export product adaptation and trace how product adaptation is connected 
with driving performance outcomes, and customer value creation specifically. In this context, 
the literature domains of the international and export marketing strategy are considered, with 
a particular focus on marketing adaptation and product adaptation. The product innovation 
literature is also visited when relevant to product adaptation. The value and value creation 
literature, along with the means-end theory and the attribute-based view of value, are assessed 
to help trace the relationship between export product adaptation and customer value creation. 
Finally, the chapter offers a short description of the RBV of the firm and the contingency-
theory in order to explain how these two major theoretical frameworks serve as the basis for 
the creating the conceptual framework and building the hypotheses underpinning this study. 
The third chapter outlines this study’s conceptual framework and the hypothesised 
relationships that comprise it. Building on the literature assessed in the previous chapter, the 
conceptual framework presented in this chapter sets definitive hypotheses about the 
relationship between export product adaptation and customer value creation. The multi-faceted 
nature of export product adaptation is defined, a clear conceptualisation is offered and the 
differential impact of each facet on customer value creation is hypothesised. Further to the 
hypothesised effects of export product adaptation quantity and its interaction with intensity and 
novelty, an additional number of internal and external contingencies affecting the quantity of 
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export product adaptation – customer value creation relationship is hypothesised and included 
in the conceptual model. All the hypotheses pertaining to the relationship present in the 
conceptual framework are specified. 
The fourth chapter of this study provides a detailed overview of the methodology followed. 
Ontology and epistemology issues are reviewed in order to serve as the basis for describing 
and justifying the appropriateness of the chosen research strategy (quantitative) and design 
(cross-sectional). Issues pertaining to the sampling process, the questionnaire design, the 
operationalisation of the constructs, and the survey administration are also described, explained 
and vindicated. The chapter concludes with a reference to how the data obtained was treated 
and a presentation of the profile of the companies comprising this study. 
Chapter five assesses the measurement model used for the purposes of this study. The 
appropriateness of the measures is evaluated in terms of construct unidimensionality, reliability 
and validity. The assessment is based on a combination of an exploratory factor analysis (EFA) 
and a confirmatory factor analysis (CFA), which enables for the final purification and 
validation of the model. The chapter concludes with a presentation of the shape of the data 
representing each construct. 
Chapter six is concerned with the evaluation of the structural model and the testing of the 
proposed hypotheses. The analysis method is described and justified. In this context, issues 
pertaining to structural equation modelling (SEM) and the method of maximum likelihood 
(ML) are explained and assessed. The steps undertaken prior to SEM to prepare for the analysis 
are discussed before the actual SEM analysis process is described. The findings of the analysis 
are provided and used to assess the structural model as well as to evaluate the hypotheses posed 
via the conceptual model of this study. 
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Finally, the seventh chapter of this thesis provides a thorough summary and discussion of 
the findings in relation both to the quests of this study and the pertaining existing literature. 
The contributions of the present work in theory and practice are highlighted, whereas some 
limitations are identified and avenues for future research are explicitly traced. A concluding 
overview closes this chapter and the present thesis
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CHAPTER 2 
 REVIEW OF THE LITERATURE 
 
2.1 Introduction to International Marketing Strategy  
When a company seeks to expand its activities in foreign markets and in the global 
marketplace, decisions must be taken about the logic that will underlie the achievement of a 
successful international expansion (Hollensen, 2016). In other words, the company must 
determine the international marketing strategy that will serve as the basis to achieve the goals 
being pursued (Kotler et al., 2002). International marketing strategy, as inherently tied with the 
achievement of the objectives set by the firms, is traditionally linked with successful strategy 
outcomes and firm performance (Ryans et al., 2003; Theodosiou & Leonidou, 2003). However, 
taking into account the homogenized or different market characteristics faced by firms, is 
necessary in order to develop the most appropriate and relevant plan of action for foreign 
market expansion (Hollensen, 2016). Central here is whether the adaptation or the 
standardisation of international marketing strategy 2 is more appropriate given the foreign 
markets explored (Theodosiou & Leonidou, 2003; Schmidt & Kotulla, 2011).  
 
2 From this point and on, in this thesis, when the term international marketing strategy is used it refers to the 
adaptation or standardisation of the marketing strategy across foreign markets, and it includes international, as 
well as global-specific and export-specific contexts. 
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Marketing strategy adaptation is traditionally defined as the extent of the adjustments 
performed to the international marketing program or process (Jain, 1989) to address firms’ 
foreign market circumstances (Cavusgil & Zou, 1994; Katsikeas et al., 2006). Export 
performance studies often highlight the importance of adaptation to satisfying foreign market 
needs and wants (Cavusgil et al., 1993; Vrontis et al., 2009). On the opposite end, 
standardisation favours the pursuit of an identical marketing strategy across different countries 
(Akaah, 1991, Schilke et al., 2009; Steenkamp, 2014). For instance, it is traditionally associated 
with firms that pursue a global marketing strategy (Levitt, 1983). Numerous international 
marketing strategy adaptation or standardisation studies focus on exploring the drivers and the 
consequences of adapting the elements of the marketing mix, namely the product, the price, 
the place and / or the promotion, in order to shed light on how various circumstances shape 
international marketing strategy decisions (e.g. Aulakh et al., 2000; Katsikeas et al., 2006, 
Kustin, 2004).  
The attention of international marketing strategy scholars is often drawn to the product 
element of the marketing mix, under which circumstances it should be modified for the foreign 
markets, and whether its adaptation or standardisation is the optimal business choice (Leonidou 
et al., 2002). The prominence of the product element of the marketing mix lies within the 
consideration of product modifications as the means of providing valued offerings to the 
customers in foreign markets but is also a costly and resource demanding procedure (Cavusgil 
et al., 1993). The link between international marketing strategy and performance (e.g. 
Katsikeas et al., 2006; Navarro-García et al., 2014), and the importance of adapting products 
to satisfy different export market needs (Cavusgil & Zou, 1994), are both factors that constitute 
the understanding of the drivers and the performance outcomes of marketing strategy, in 
general, and product adaptation, specifically, crucial.  
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A firm’s entry in foreign markets can be achieved by different modes such as by direct and 
indirect exporting, licensing, joint ventures and direct investment (Kotler & Keller, 2006). 
Exporting refers to the procedure of producing an offering in the home market and selling it 
abroad, directly, indirectly or collaboratively, by either adapting it for local needs or keeping 
it standardised; it is the most common mode for foreign market entry (Morgan, 2012; 
Hollensen, 2016). Thus, a big part of the extant international marketing strategy literature 
focuses its attention on the export context (e.g. Cavusgil et al., 1993; Navarro-García et al., 
2014), and within this body of research, widely acknowledged as exporting literature, 
marketing strategy adaptation and standardisation are each associated with strong export 
performance consequences (Cavusgil & Zou, 1994; Chen et al., 2016); despite their inherent 
conceptual disparities.  
While various international marketing strategy studies explore a set of performance 
outcomes, such as financial, market and overall performance (e.g. Aulakh et al., 2000; Schilke 
et al., 2009; Sousa et al., 2014), there is a recursive call to link export product adaptation efforts 
to value creation in international markets (Birnik & Bowman, 2007; Ryans et al., 2003; 
Steenkamp, 2014). The concept of value is an issue as contemporary as ever, with ongoing 
efforts to accurately define and conceptualize it (Vargo et al., 2017). The definition of 
marketing as the organizational activity responsible for identifying customer needs and wants, 
finding ways to deliver and communicate customer value, and handling customer relationships 
in a profitable and mutually beneficial way (Hooley et al., 2008), automatically uncovers the 
centrality of creating customer value within it (Berghman et al., 2006; Kumar & Reinartz, 
2016). Customers are increasingly looking to maximize the value they acquire from the 
products and services that they purchase (Sweeney & Soutar, 2001). Creating and providing 
customer value is key to achieving business goals and enhanced performance (Slater & Narver, 
1994). Thus, the paramount significance of customer value lies in its link with customer 
satisfaction and loyalty, word of mouth, behavioural intentions and the subsequent influence 
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on firms’ competitive advantage and profitability (Kumar & Reinartz, 2016; Leroi-Werelds, 
2014; Woodruff, 1997). Conclusively, it important to explore the untraced impact of export 
product adaptation on customer value creation. 
 Moreover, the adaptation-specific literature highlights the existence of multiple adaptation 
facets (Chryssochoidis & Wong, 2000; Oliveira, 2015; Poulis & Poulis, 2013; Steenkamp, 
2014; Ward, 1983). Thus, there emerges a clear need to re-consider the way that the product 
adaptation concept has been conceptualized and approached, so that more accurate insights are 
obtained for the different performance consequences derived by the different integral aspects 
included in the construct as it exists so far (Poulis & Poulis, 2013; Theodosiou & Leonidou, 
2003). Finally, the export literature highlights the importance of the internal and the external 
conditions on influencing the outcomes of the strategy chosen, therefore it is imperative to 
employ models that account for internal and external moderators (Chen et al., 2016). 
 
2.1.1 Firm-Level Export Product Adaptation and Customer Value Creation  
The aim of this study is the examination of product adaptation as a multi-faceted construct, 
along with the consideration of internal and external environment factors that can affect the 
relationship between export product adaptation and export customer value creation. In order to 
understand the constructs involved, then, this chapter presents the strategy adaptation versus 
standardisation debate in the international marketing strategy literature, to serve as a basis for 
conceptual framework development. 
The above-mentioned research quests are studied within an export context, at a firm level. 
The export context is chosen due to its dual importance; first, for being the typical entry mode 
for firms’ international activities (Morgan, 2012; Hollensen, 2016) and second, due to the 
association of export marketing strategy with performance outcomes (Sousa et al., 2008), and 
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the subsequent importance of exhaustively studying its effect on different potential 
performance outcomes. Although venture-level performance, where a venture stands for a 
product marketed in a foreign market (Cavusgil & Zou, 1994), is often adopted in studies 
within the export specific context, as an appropriate level to capture venture-specific effects 
(Oliveira et al., 2012), the firm is deemed appropriate in this case, in order to allow to capture 
the effects of product adaptation as a multi-faceted construct, that includes multiple ventures 
at the same time and across different countries. The literature review that follows is structured 
in a way that brings into the surface the existing literature gaps sought to be covered via the 
present study. 
 
2.1.2 Classification of the International Marketing Strategy Studies  
Before reviewing the studies that are relevant to export product adaptation, it is pertinent to 
classify the wider literature stream where those studies belong, namely the international 
marketing strategy (adaptation versus standardisation) literature. An initial major 
categorization can be based on the approach towards the conceptualisation of international 
marketing strategy. A first conceptualisation-based categorisation can be made according to 
whether the focus of the study is the program or the process adaptation or standardisation, as 
both aspects of the international marketing strategy can be subject to adaptation or 
standardisation across markets (Jain, 1989). Therefore, studies exist that explore issues 
pertaining to the adaptation or standardisation of the international marketing program (e.g. 
Quester & Conduit, 1996; Schilke et al., 2009); while others study aspects related to how 
international marketing process is adapted or standardised (e.g. Szymanski et al.,1993). 
Although the present study might pool insights from articles that examine aspects related to 
the international marketing process, the review will focus on the program strategy and thus 
explore product adaptation or standardisation articles. 
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Among the studies that explore the adaptation or standardisation of the marketing program, 
some treat international marketing strategy as a blend of its marketing mix elements (e.g. 
Katsikeas et al., 2006; Navarro-García et al., 2014; Schilke et al., 2009). Accordingly, those 
studies treat product adaptation as an inherent part of the overall international marketing 
strategy. Other studies explore product adaptation or standardisation issues in conjunction with 
only a selection of marketing mix elements (e.g. Cavusgil et al., 1993). Fewer studies exist that 
treat product adaptation as the sole focus of their research (e.g. Hultman et al., 2009). Finally, 
a limited number of international marketing strategy studies focus on exploring the adaptation 
or standardisation of the remaining marketing mix elements, namely promotion, distribution 
and price (e.g. Hultman et al., 2011; Sousa & Bradley, 2006). While the existing literature does 
not explore the effect of product adaptation on customer value creation neither does it capture 
the multiple dimensions of product adaptation, it offers insights about these phenomena that 
can serve as the basis to make relevant associations and conceptualise the present study. 
Additionally, they can serve as the basis to understand which factors might influence the 
relationship between export product adaptation and customer value creation. 
An additional classification of the relevant literature is grounded on the way that strategy 
affects performance outcomes. In this context, for instance, authors either explore how the 
marketing strategy adaptation or standardisation strategy, along with other aspects, is linked to 
performance (e.g., Aulakh et al., 2000; Brouthers & Nakos, 2005; Zou & Cavusgil, 1996), the 
drivers of international marketing strategy (e.g., Jain, 1989; Laroche et al., 2001; Quester & 
Conduit, 1996), or the synergy between several internal and external aspects and international  
marketing strategy, otherwise known as ‘fit as matching’ and ‘fit as moderation’, respectively 
(e.g. Katsikeas et al., 2006; Sousa et al., 2014).  
The works that study marketing adaptation or standardisation across foreign markets have 
focus on a variety of different contexts. Specifically, international marketing strategy studies 
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can be divided in three basic categories, namely international marketing studies (e.g. 
Chryssochoidis & Wong, 2000; Evans & Bridson, 2005; Jain, 1989; Katsikeas et al., 2006; 
Kustin, 2004; Laroche et al. 2001; Quester & Conduit, 1996; Rao-Nicholson & Khan, 2017; 
Ward, 1973), global marketing studies (e.g. Steenkamp, 2014; Zou & Cavusgil, 1996; Zou & 
Cavusgil, 2002) and export-specific studies (e.g. Aulakh et al., 2000; Cavusgil and Zou, 1994; 
Hultman et al., 2009; Li, 2010; Navarro-García et al., 2014; Oliveira, 2015; Schilke et al., 2009; 
Tantong et al., 2010). While this study focuses on the export context, it builds up on the works 
comprising the above literature streams in order to identify which are the multiple facets of 
product adaptation and how customer value creation is affected. 
Finally, it is important to refer to a further distinction of the international marketing strategy 
literature based on the unit of analysis (Oliveira et al., 2012). Different levels of analysis are 
used both for the exploration of strategy and for the exploration of performance. The marketing 
strategy adaptation and standardisation studies can, then, be divided in those that treat 
adaptation or standardisation at the firm-level (e.g. Aulakh et al., 2000; Navarro-García et al., 
2014; Tantong et al., 2010), the export-venture level (e.g. Cavusgil & Zou, 1994; Katsikeas et 
al., 2006; Hultman et al., 2009), both at the firm and export-venture level (Oliveira, 2015), or 
at the product level (e.g. Chryssochoidis & Wong, 2000). Accordingly, the relevant literature 
can be classified in studies that examine firm performance outcomes at the overall firm level 
(e.g. Aulakh et al., 2000; Brouthers & Nakos, 2005; Katsikeas et al., 2006; Levitt, 1983; 
Navarro-García et al., 2014; Schilke et al., 2009; Sousa et al., 2014; Steenkamp, 2014; Tantong 
et al., 2010), the business unit level (e.g. Szymanski et al.,1993; Zou & Cavusgil, 1996; Zou & 
Cavusgil, 2002), the export venture (e.g. Hultman et al., 2009; Hultman et al., 2011; Li, 2000; 
Zeriti et al., 2014), or the product level (e.g. Chryssochoidis & Wong, 2000; Schmidt & 
Kotulla, 2011). Tables 2.1 and 2.2 that follow in subsequent sections of the present study 
include information about the theory, strategy and performance levels of analysis adopted by 
each study discussed. This study looks at works of all different levels of analysis to understand 
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the implications of adaptation for performance, to gather insights for which are the different 
dimensions of product adaptation and to make associations about the way that customer value 
creation might be influenced.  
 
2.2 Consequences of International Marketing Strategy 
2.2.1 Benefits and Costs of International Marketing Strategy 
A great deal of the debate about whether and why firms should adapt their offerings began 
in 1983 when Levitt contended the existence of homogeneous consumer preferences that 
companies must tackle to achieve significant cost savings due to economies of scale. The 
subsequent international marketing strategy literature often associates the cost reductions 
resulting from standardisation (Birnik & Bowman, 2007; Cavusgil et al., 1993; Vrontis et al., 
2009; Zou & Cavusgil, 1996), leading to competitive advantage (Yip & Hult, 2012). Marketing 
standardisation is also associated with economies of scope (Zou & Cavusgil, 1996), quality 
offerings (Kustin, 2004; Yip & Hult, 2012), consistent global image (Jain, 1989; Steenkamp, 
2014; Vrontis et al., 2009), operational efficiency (Birnik & Bowman, 2007; Steenkamp, 2014) 
in aspects such as sourcing and goods transports (Zou & Cavusgil, 1996), and timely product 
rollout (Chryssochoidis & Wong, 2000; Walters, 1986). On the other hand, implementing a 
standardised approach is linked to increased coordination and control demands (Jain, 1989; 
Steenkamp, 2014), but, most importantly, is accused of failing to address foreign markets’ 
specific requirements and as such missing the benefits that come with tackling them. 
International marketing strategy adaptation is also associated with a trade-off between 
benefits and sacrifices. Advocates of this strategy emphasize its role in taking into account the 
differences between customers in foreign markets and fulfilling their requirements (Akaah, 
1991; Kustin, 2004). Despite the globalisation argument, it seems that the heterogeneity of 
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consumers’ needs and wants endures (Viswanathan & Dickson, 2007). In this context, 
marketing strategy customisation is associated with providing valued offerings and satisfying 
customer needs (Cavusgil et al., 1993; Zou & Cavusgil, 2002). By such means, customer 
preference is enhanced, firms are enabled to offer targeted products and services, charge higher 
prices, boost their sales and market share (Birnik & Bowman, 2007), as well as strengthen their 
position relative to the competition (Hill & Still, 1984). On the other hand, adapting the 
marketing offering appears to be a costly and resource demanding procedure (Cavusgil et al., 
1993) which firms not always can support.  
Another stream of research leads to the emergence of the contention that there exists no 
absolute preferred strategy, rather the companies must detect the optimal balance between the 
two options of adapting or standardising the marketing strategy in the foreign markets 
(Cavusgil et al., 1993). This balance represents the existence of a continuum, whose ends are 
signified by extreme adaptation or absolute standardisation, upon which the firms operate 
realizing a certain degree of each strategy (Jain, 1989). Furthermore, the choice of each strategy 
is attributed to the existing internal or external situation. As proposed by the contingency 
approach, different conditions require the adoption of different strategy and they determine its 
final success or failure (Jain, 1989; Katsikeas et al., 2006). Finally, it is worth noting that 
different marketing mix elements might require the adoption of more customised or 
standardised approaches. Supporting this notion, research indicates that product adaptation is 
eligible for a higher degree of modification in order to suit the customers’ preferences and 
needs (Cavusgil et al., 1993; Walters, 1986). Contrary, it is suggested that promotion and 
advertising campaigns are more suitable for being standardised and retain a degree of 
uniformity across markets (Ward, 1973).  
 
 Chapter 2: Review of the Literature 
 44 
2.2.2 International Marketing Strategy as an Antecedent of Performance  
Export marketing strategy adaptation can refer to one, some or all the marketing mix 
elements (Zou & Stan, 1998). Firms have the option of adapting all marketing mix elements, 
namely product, price, distribution or promotion strategies, to some extent, or choose to leave 
some elements standardised. Accordingly, studies exist examining the extent of the adaptation 
of all marketing mix elements (Birnik & Bowman, 2007; Viswanathan and Dickson, 2007; 
Cavusgil & Zou, 1994), separately export product (Hultman et al., 2009; Leonidou, 1996), 
promotion (Spence, 2003; Laroche et al., 2001), distribution (Lages & Montgomery, 2004), 
price strategy adaptation, or a combination of them (Cavusgil et al., 1993; Ward, 1973). The 
rest of this section is dedicated into presenting the theorisation and the findings of the research 
exploring the performance outcomes of product adaptation. Therefore, the presentation is 
divided into two different parts. First are presented the works that explore the adaptation or 
standardisation of all the marketing mix elements, as well as those that tackle product 
adaptation as part of the international marketing strategy mix. Second are presented the 
product-specific international marketing strategy papers. 
 
2.2.2.1 The Effect of Overall Marketing Strategy Adaptation on Performance 
Marketing strategy adaptation or standardisation are on the focus of extensive research 
attention by virtue of their consequences for performance (Theodosiou & Leonidou, 2003; Zou 
& Cavusgil, 2002). Papers present conflicting findings and either report a positive impact of 
adaptation on performance (e.g. Cavusgil & Zou, 1994, Sousa et al., 2014), or favour 
standardisation as the preferred strategy for firms’ international activities (Szymanski et al., 
1993; Zou & Cavusgil, 2002). Table 2.1 illustrates a selection of core research papers that 
provide evidence on the relationship between international marketing strategy and 
performance. 
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Part of the research that represents the international and global marketing streams puts forth 
standardisation as the strategy to be followed for the achievement of optimal outcomes. Jain’s 
(1989) early conceptual work argues that standardisation of the marketing program enables 
reaping the benefits of organisational, market and environmental factors and, as such, the 
achievement of competitive advantages and superior performance. Successive papers build on 
Jain’s (1989) suggestions to empirically test marketing strategy standardisation consequences. 
Specifically, Szymanski et al. (1993) investigate the performance consequences of the degree 
of standardisation of the international strategic resource mix at the business unit level and 
concluded that standardisation exerts positive influences on business outcomes.  
Similarly, Zou and Cavusgil’s (2002) global marketing standardisation work uncovers 
positive strategic and financial outcomes. Steenkamp (2014) also argues that marketing 
standardisation plays a positive role on firm profitability and increased market shares and as 
such he suggests standardisation as the strategy to be chosen by global brands seeking to create 
value (Steenkamp, 2014). 
In contrast, opposing works emerge that support the need for adaptation of the marketing 
mix and argue in favour of adapting international marketing strategy. This stream of research 
contends that adaptation positively influences export performance (Aulakh et al., 2000; 
Cavusgil & Zou, 1994; Navarro-García et al., 2014; Zeriti et al., 2014). For instance, Cavusgil 
and Zou (1994) study export marketing strategy adaptation on the product-market venture 
level. Their research considers both drivers and consequences of the adaptation of the aspects 
of the marketing mix, namely product, promotion, support to foreign distribution and foreign 
competitiveness, and find that the link to export marketing performance is positive. The 
empirical findings of Navarro-García et al. (2014) point towards the same direction of a  
positive influence of marketing mix adaptation on performance, when external environment 
driving forces and market orientation moderation effects are considered.
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Table 2.1 Core Studies on The Effect of International Marketing Strategy on Performance 
Author(s)/Year Context Level of Analysis* Type of study Strategy Hypothesised Relationship Outcome of strategy 
Jain, 1989 international T(NS) conceptual standardisation of marketing program 
degree of program standardisation -> (+) 
performance in program markets n.a. 
Szymanski et 
al.,1993 international S(F) P(F) empirical 
resource allocation 
standardisation 
degree of similarity of the resource mix between 4 
markets -> market share -> profits (+) for businesses 
Cavusgil and Zou, 
1994 export S(V) P(F)  empirical 
marketing mix 
adaptation 
(product and 
promotion) 
product/promotion/distribution/price 
competitiveness adaptation -> (+) export 
marketing performance 
(+) export marketing performance 
Aulakh et al., 2000 export S(F) P(F) empirical marketing standardisation 
marketing standardisation -> (-) export 
performance 
(-) export performance 
/contingencies exist 
Zou and Cavusgil, 
2002 global S(F) P(F) empirical 
marketing 
standardisation 
global marketing standardisation -> (+) global 
strategic/financial performance 
(+) global strategic/financial 
performance 
Katsikeas et al., 
2006 
international 
/ MNCs S(V) P(F) empirical 
marketing 
standardisation 
marketing mix standardisation -> (+) export 
performance when there is a fit with the external 
environment 
(+) export performance when 
there is a fit with the external 
environment 
Schilke et al., 2009 international S(F) P(F) empirical standardisation of marketing program standardisation -> (+) firm performance 
 (+) firm performance 
/contingencies exist 
Navarro-García et 
al., 2014 export S(F) P(F) empirical 
marketing mix 
adaptation 
marketing mix adaptation -> (+) export 
performance (+) export performance 
Zeriti et al., 2014 export S(F) P(V) empirical 
sustainable export 
marketing strategy 
adaptation 
sustainable export marketing strategy adaptation -
> (+) export performance when there is fit with 
macro and micro-environmental forces 
(+) export performance when 
there is fit with macro and micro-
environmental forces 
Steenkamp, 2014 global  T(F) conceptual standardisation marketing mix standardisation -> (+) global market share and profitability n.a. 
Oliveira, 2015 export S(B) P(B) empirical export marketing adaptation 
marketing adaptation (squared) -> profit 
performance 
adaptation quantity squared -> 
(-) profit performance 
*“Level of analysis” refers to whether the theory (T), the operationalisation of international marketing strategy standardisation or adaptation (S) and the operationalisation of performance (P) (if 
relevant) are undertaken at the Firm Level (F), Venture Level (V), Both Firm and Venture Level (B), Product Level (P) or are Not Specified (NS). 
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In contrast, opposing works emerge that support the need for adaptation of the marketing 
mix and argue in favour of adapting international marketing strategy. This stream of research 
contends that adaptation positively influences export performance (Aulakh et al., 2000; 
Cavusgil & Zou, 1994; Navarro-García et al., 2014; Zeriti et al., 2014). For instance, Cavusgil 
and Zou (1994) study export marketing strategy adaptation on the product-market venture 
level. Their research considers both drivers and consequences of the adaptation of the aspects 
of the marketing mix, namely product, promotion, support to foreign distribution and foreign 
competitiveness, and find that the link to export marketing performance is positive. The 
empirical findings of Navarro-García et al. (2014) point towards the same direction of a 
positive influence of marketing mix adaptation on performance, when external environment 
driving forces and market orientation moderation effects are considered.  
Aulakh et al. (2000) support the prominence of adapting for export purposes by identifying 
a negative link between the standardisation of the marketing mix and export performance for 
firms in emerging markets. Finally, Oliveira (2015), proposes that the link between firm-level 
export marketing adaptation and profit performance is not actually linear, as assumed by 
previous studies, but rather it is represented by an inverted U shape; positive for the firsts levels 
of adaptation, that boost customer preference and sales, and negative for higher quantity levels 
that demand additional resources and make the adaptation efforts unviable and inefficient. The 
results about quantity of export marketing adaptation suggest a negative quadratic effect. 
 Several studies, regardless of the emphasis on adaptation or standardisation, contend that 
the success of international marketing strategy is contingent on a set of internal and external 
factors and their fit with the chosen strategy (e.g. Jain, 1989; Katsikeas et al., 2006). For 
instance, Katsikeas et al. (2006) take into account the fit of marketing strategy standardisation 
with the external environment. They find that the joint synergistic effect (i.e., the fit as match) 
of the external environment and standardisation of the marketing mix for a product or product 
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line positively relates to export performance. Fit as matching is also adopted by Zeriti et al. 
(2014), this time for the consideration of an alternate version of adaptation, namely sustainable 
export marketing strategy adaptation, at the export venture level. The findings of this work 
indicate that adaptation constitutes indeed the optimal choice of strategy when matched with 
the conditions of the micro and macro environment. Schilke et al. (2009) also explore the 
international marketing program standardisation—firm performance relationship, which is 
identified as positive and is contingent to factors that moderate it, forming a case of fit as 
moderation as described by Venkatraman (1989). 
 
2.2.2.2 The effect of Product Adaptation on Performance  
The product constitutes a marketing mix element of indisputable importance for firms’ 
effort to be successful in their international activities, due to its association with influencing 
firm sales (McGuiness & Little, 1981) and profitability (Levitt, 1983). Hence, is often on the 
focus of the international marketing strategy studies and is subsequently the marketing mix 
element mostly researched (Kustin, 2004). For exporters that compete in foreign markets, the 
decision of whether and how to adapt their products is extremely important (Cavusgil & Zou, 
1994).  
Early studies pinpoint the product as the marketing mix component more eligible for 
standardisation, contrary to other mix elements, such as promotion, that appear as more 
appropriate for being adapted to satisfy host country market requirements (Akaah, 1991). Yet, 
subsequent research brings into light ubiquitous findings when product adaptation or 
standardisation is examined. Those papers that explicitly focus on adapting or standardising 
the product element do not reach a unanimous conclusion with regards to what the best strategy 
choice is for firms operating in foreign markets, i.e., to adapt or to standardise. Table 2.2 
illustrates a selection product adaptation and standardisation studies and their findings.  
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Early conceptual papers representing the global marketing and international marketing 
stream traditionally present the benefits from standardising firm products. Levitt’s (1983) 
pivotal work champions the so called emerging “global commonality” that enables firms to 
offer standardised, low cost but high-quality products by capitalizing on the emerging 
homogeneous global consumer segments; thereby increasing their profitability. Zou and 
Cavusgil (1996) refer to product standardisation as part of a multi-faceted global strategy. In 
their conceptual study, they combine the industrial organizational theory (IO) and the resource-
based view (RBV) of the firm into a unified framework that depicts the internal organizational 
factors and the external industry globalization drivers that influence global industry and 
subsequently business financial and strategic performance. They argue that when firms that are 
competing in the global marketplace are shaping a global strategy consistent with the external 
forces and adjusted to their internal organizational situation, then business performance, both 
in financial and strategic terms is optimized.  
Chryssochoidis and Wong (2000) focus on the effects of product customisation, and 
particularly examine product technology, highlighting the negative impact that adapting exerts 
on important operational efficiencies (e.g., new product development timeliness and 
international product rollout times), which in turn negatively affect new product outcomes. The 
tendency of the research which is conducted within an international context to indicate 
standardisation as the ideal strategy for the foreign markets is reported by the recent review of 
the field by Schmid and Kotulla (2011). The conceptual framework at which they arrive 
highlights the positive role of the degree of international product standardisation on foreign 
profit performance. 
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Table 2.2 The Effect of Product Adaptation / Standardisation on Performance 
Author(s) 
/ Year Context 
Level of 
Analysis* Type of study Strategy 
Hypothesised 
Relationship Key Findings 
Levitt, 1983 global T(F) conceptual product standardisation 
standardisation -> (-) cots -> (+) 
profitability 
/standardisation -> (-) cots -> (+) 
market size 
n.a. 
Zou and 
Cavusgil, 1996 global S(F) P(F) conceptual 
product 
standardisation (part 
of global strategy) 
product standardisation -> global 
business performance n.a. 
Chryssochoidi
s and Wong, 
2000 
international, MNCs S(P) P(P)  empirical customisation of product technology 
customisation of product technology -> 
NDP timeliness and INPR (rollout) 
times -> overall new product outcomes     
(+) overall new product outcomes 
Brouthers and 
Nakos, 2005 export, SMEs S(F) P(F) empirical product adaptation 
product adaptation -> (+) export 
performance (+) export performance 
Hultman et al., 
2009 export S(V) P(V) empirical product adaptation 
fit of product adaptation with external 
(micro and macro) environment and 
internal environment -> (+) export 
performance 
(+) performance,  
when there is a fit with the external micro 
and macro environment.  
Li, 2010 export S(F) P(V) empirical rigid product adaptation decisions 
rigid product adaptation  
decisions -> (-) export performance (-) export performance  
Tantong et al., 
2010 export S(F) P(F) empirical 
product adaptation 
design/brand 
name/quality 
product adaptation design/brand 
name/quality -> (+) export 
performance 
product adaptation design--> (+) export 
performance 
/contingencies exist 
Schmid and 
Kotulla, 2011 international  T(F) P(P) conceptual 
international 
product 
standardisation 
degree of international product 
standardisation -> (+) foreign product 
profit 
n.a. 
Zaiem and 
Zghidi, 2011 export S(F) P(V) empirical product adaptation 
export product adaptation -> (+) export 
performance 
(+) short term perceived export performance 
(not expected performance) 
*“Level of analysis” refers to whether the theory (T), the operationalisation of international marketing strategy standardisation or adaptation (S) and the operationalisation of performance (P) (if 
relevant) are undertaken at the Firm Level (F), Venture Level (V), Both Firm and Venture Level (B), Product Level (P) or are Not Specified (NS). 
 Chapter 2: Review of the Literature 
 51 
In contrast, those studies that explore product adaptation or standardisation within an export 
context mostly appear to identify product adaptation as the strategy that firms should follow to 
succeed in their export pursuits. Brouthers and Nakos (2005), explore the role that international 
market selection. Their investigation of the role of export product adaptation strategy within 
their framework confirms a positive relationship with export performance, for small and 
medium enterprises (SMEs). The exploration of the impact of adapting different product 
aspects, namely design, brand name and product quality, towards export performance, 
conducted by Tantong et al. (2010), reveals a positive relationship between adapting the 
product design and firm export performance. The role of market orientation as a contingency 
is underlined. Zaiem and Zghidi (2011) further confirm the positive role of product adaptation 
on short-term perceived export performance.  
Further studying the effects of adapting different product elements for export purposes is 
the paper of Hultman et al. (2009). In this article, the impact of product adaptation in driving 
export market, financial and customer performance outcomes is found positive when the 
condition of fit as match between strategy and the macro-environment and micro-environment, 
as well as firms’ internal factors is satisfied. Exception to the export studies tendency to favour 
adaptation or explain the circumstances under which its effects are positive, constitutes the 
work of Li (2010), which puts emphasis on the rigidness of adaptation decision and its negative 
forces on export performance, at an export venture level. 
 
2.2.3 Different Types of International Marketing Strategy Outcomes 
The general marketing strategy, the international marketing and the export marketing 
strategy literature streams all consider a wide range of different economic and non-economic 
performance consequences (Cadogan et al., 2009; Clark, 1999; Jain, 1989; Morgan 2012).  
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Table 2.3 Measures of Performance in the International Marketing Strategy Studies 
Type of performance 
 
Key Studies 
Financial 
Aulakh et al., 2000; Brouthers and Nakos, 2005; Cavusgil 
and Zou, 1994; Chryssochoidis and Wong, 2000; Hultman et 
al., 2009; Hultman et al., 2011; Katsikeas et al., 2006; 
Navarro-García et al., 2014; Tantong et al., 2010; Schilke et 
al., 2009; Szymanski, et al.,1993; Zaiem and Zghidi, 2011; 
Zeriti et al., 2014; Zou and Cavusgil, 2002 
Market 
Aulakh et al., 2000; Brouthers and Nakos, 2005; 
Chryssochoidis and Wong, 2000; Hultman et al., 2009; 
Hultman et al., 2011; Katsikeas et al., 2006; Schilke et al., 
2009; Szymanski, et al.,1993; Tantong et al., 2010; Zaiem 
and Zghidi, 201; Zeriti et al., 2014 
Strategic Cavusgil and Zou, 1994; Zou and Cavusgil, 2002 
Customer 
Chryssochoidis and Wong, 2000; Katsikeas et al., 2006; 
Hultman et al., 2009; Hultman et al., 2011; Schilke et al., 
2009;  
Undefined Navarro-García et al., 2014; Li, 2010; Sousa et al., 2014 
 
Table 2.3 summarises the performance outcomes studied in a selection of studies that 
examine the consequences of international marketing strategy adaptation/ standardisation on 
performance. In line with the existence of multiple different outcomes, different classifications 
exist distinguishing performance according to the evaluation criterion of the consequence used, 
between financial and non-financial (Clark, 1999; Zou & Stan, 1998), or the objectivity of the 
source, in objective and subjective measures (Chen et al., 2016; Pineda et al., 2017; Zou & 
Stan, 1998). Additionally, measures of performance can be categorised into multidimensional 
and composite scales or uni-dimensional constructs (Zou & Stan, 1998), using formative or 
reflective indicators respectively (e.g., Zou & Cavusgil, 2002; Sousa et al., 2014).  
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Table 2.4 Different Types of Performance Outcomes of International Marketing Strategy 
Author(s)  
/ Year 
Outcomes 
Type of 
Outcome 
Customer 
Performance 
Customer Value 
Creation Studied? 
All Marketing Mix Aspects 
Szymanski, et 
al.,1993 
profitability (return on investment - ROI) 
/relative market share 
financial 
market 
(objective) 
no no 
Cavusgil & Zou, 
1994 
extent of strategic goals achievement 
average annual growth rate of export sales over five years of the venture  
profitability  
management's perceived success of the venture 
strategic  
financial 
(subjective and  
objective) 
no no 
Aulakh et al., 
2000 
formative - 4 dimensions: 
market share, sales growth, competitive position, profitability 
market 
financial 
(subjective) 
no no 
Zou & Cavusgil, 
2002 
strategic performance: market share, competitiveness, strategic position, and 
leadership position relative to major rivals 
financial performance: global cost position, sales, profitability, and return on 
investment relative to major rivals 
market 
strategic financial 
(subjective) 
no no 
Katsikeas et al., 
2006 
Composite: 
sales performance: sales volume, sales growth, new product sales 
financial performance: profitability as a percentage of sales, return on 
investment, profit growth 
customer performance: customer satisfaction, customer retention 
market 
financial 
customer 
(subjective) 
yes no 
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Author(s)  
/ Year 
Outcomes 
Type of 
Outcome 
Customer 
Performance 
Customer Value 
Creation Studied? 
Schilke et al., 2009 
relative customer satisfaction: overall customer satisfaction, delivering value to 
our customers, delivering what our customers want, retaining valued customers 
formative relative market effectiveness: market share growth. growth in sales 
revenue, acquiring new customers, increasing sales to existing customers 
formative relative financial performance: business unit profitability, reaching 
financial goals, return on investment, return on sales - ROS 
customer 
market 
financial 
(subjective) 
yes 
as part of customer 
satisfaction, part of 
composite 
multidimensional 
firm performance 
Navarro-García et 
al., 2014 
formative- two dimensions:  
qualitative— managers' global satisfaction  
quantitative —export sales growth and export propensity in the last three years 
general 
financial 
(subjective 
& not specified) 
no no 
Zeriti et al., 2014 
Composite: 
export venture profitability, export venture margins, reaching export venture 
financial goals, sales growth, market share growth, sales from new products 
financial 
market 
(subjective) 
no no 
Oliveira, 2015 
export sales volume, market share, annual export sales growth 
profit levels, profitability 
market 
financial 
(subjective) 
no no 
Product 
Chryssochoidis & 
Wong, 2000 
new product performance:  
sales, return on investment, customer acceptance, product development budget 
costs, technical performance 
market 
financial 
customer 
technical 
(subjective) 
yes no 
Brouthers and 
Nakos, 2005 
profitability 
international sales growth  
financial 
market 
(subjective) 
no  no 
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Author(s)  
/ Year 
Outcomes 
Type of 
Outcome 
Customer 
Performance 
Customer Value 
Creation Studied? 
Hultman et al., 
2009 
market performance: sales volume, sales growth, market share 
financial performance: profitability as a percentage of sales, return on 
investment, profit margin, profit growth 
customer performance: customer satisfaction, customer retention, customer 
referral, new customer generation 
market 
financial 
customer 
(subjective) 
yes no 
Li, 2010 export venture performance: satisfaction with results, meeting expectations, perception of success 
strategic 
(subjective) no no 
Tantong et al., 
2010 
export performance:  
profitability, sales volume, firm growth  
financial 
market 
(subjective) 
no no 
Zaiem & Zghidi, 
2011 
satisfaction with short-term performance improvement: profitability and sales 
volume 
expected short-term performance improvement: profitability and sales volume 
financial 
market 
(subjective) 
no no 
Other Marketing Mix Elements 
Hultman et al., 
2011 
market performance: sales volume, sales growth, market share 
financial performance: profitability as a percentage of sales, return on 
investment, profit margin, profit growth  
customer performance: customer satisfaction, customer retention, customer 
referral 
market 
financial 
customer 
yes no 
Sousa et al., 2014 
formative export performance: export sales volume and export sales as a 
percentage of total sales.  
reflective: general performance satisfaction & how competitors rate firm’s 
export performance 
market 
general 
(subjective) 
no no 
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Table 2.4 offers a detailed illustration of the exact performance aspects captured by the 
international marketing strategy adaptation and standardisation literature, as described above. 
A detailed description of the contents of this table is offered in the subsections that follow. 
 
2.2.3.1 Financial and Non-Financial Measures of International Marketing Strategy 
Performance  
One of the main available categorizations classifies performance outcomes in financial and 
non-financial (Clark, 1999; Morgan, 2012). Financial measures mostly include profit, sales and 
growth measures whereas non-financial indicators capture perceptions of success, satisfaction 
and goal achievement (Zou & Stan, 1998).  Non-financial measures are captured through 
market, customer, and general success indicators. Financial measures emerge as the type 
mostly examined within the export marketing literature (Chen et al., 2016) including 
profitability (Aulakh et al, 2000; Szymanski, et al., 2993; Brouthers & Nakos, 2005; Cavusgil 
& Zou, 1994; Oliveira, 2015; Schilke et al., 2009; Tantong et al., 2010; Zaiem & Zghidi, 2011; 
Zeriti et al., 2014; Zou & Cavusgil, 2002), profitability as percentage of export sales (Hultman 
et al., 2009; Hultman et al., 2011), profit growth (Hultman et al., 2009; Hultman et al., 2011; 
Katsikeas et al., 2006), profit margin (Hultman et al., 2009; Hultman et al., 2011), return on 
investment (Hultman et al., 2009; Hultman et al., 2011; Szymanski et al., 1993; Zou and 
Cavusgil, 2002; Katsikeas et al., 2006), product return on investment –ROI (Chryssochoidis & 
Wong, 2000), sales (Zou & Cavusgil, 2002) and sales growth (Aulakh et al., 2000; Cavusgil & 
Zou, 1994; Navarro-García et al., 2014; Zeriti et al., 2014), global cost position (Zou & 
Cavusgil, 2002), return on sales (Schilke et al., 2009), reaching financial goals (Schilke et al., 
2009; Zeriti et al., 2014), and margins (Zeriti et al., 2014).  
Non-financial marketing strategy consequences are often measured by market and customer 
performance indicators. Frequent market performance measures considered in the international 
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marketing strategy literature are market share (Aulakh et al., 2000; Hultman et al., 2009; 
Hultman et al., 2011; Oliveira, 2015), market share growth (Oliveira, 2015; Schilke et al., 2009; 
Zeriti et al., 2014) relative market share (Szymanski et al., 1993), competitive position (Aulakh 
et al., 2000), sales volume (Hultman et al., 2009; Hultman et al., 2011; Katsikeas et al. 2006; 
Oliveira, 2015; Sousa et al., 2014; Tantong et al., 2010; Zaiem & Zghidi, 2011), sales growth 
(Hultman et al., 2009; Hultman et al., 2011; Katsikeas et al. 2006; Zeriti et al., 2014), 
international sales growth (Brouthers & Nakos, 2005), new product sales (Chryssochoidis & 
Wong, 2000; Katsikeas et al. 2006; Zeriti et al., 2014), increasing sales to existing customers 
(Schilke et al., 2009), percentage of export sales as total sales (Sousa et al., 2014) and growth 
in sales revenue (Schilke et al., 2009), firm growth (Tantong et al., 2010) and acquiring 
customers (Schilke, 2009). It is observed that different studies treat sales measures as either 
financial or market-related outcomes. Furthermore, it is noted that market performance 
outcomes can precede and influence financial outcomes (Szymanski et al.,1993). 
Despite the fact that customer-specific characteristics are not considered as often as 
financial and market characteristics are in the literature, there exist a number of studies that 
examine the effect that adaptation/standardisation strategy has on customer satisfaction 
(Hultman et al., 2009; Hultman et al., 2011; Katsikeas et al., 2006; Schilke et al., 2009), 
customer retention (Hultman et al., 2009; Hultman et al., 2011; Katsikeas et al., 2006), 
customer acceptance (Chryssochoidis & Wong, 2000), customer referral (Hultman et al., 2009; 
Hultman et al., 2011), new customer generation (Hultman et al., 2009), customer value delivery 
(Schilke et al., 2009), delivering what customers want (Schilke et al., 2009), valued customer 
retention (Schilke et al., 2009). Furthermore, conceptual papers refer to the link of 
adaptation/standardisation with indicators of customer outcomes such as trust, customer 
loyalty (Steenkamp, 2014), value creation (Birnik & Bowman, 2007) and delivery (Ryans et 
al. 2003; Steenkamp, 2014). 
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2.2.3.2 Strategic and General Performance Outcomes 
Additionally, several international marketing strategy studies describe the performance 
measures that they capture as strategic. The strategic measures umbrella includes both financial 
and non-financial indicators that describe aspects such as the relative to the competitors’ 
strategic position, competitiveness, global leadership and market share (Zou & Cavusgil, 
2002). Strategic performance measures in the international marketing literature also include 
strategic goal achievement (Cavusgil & Zou, 1994), and venture success (Cavusgil & Zou, 
1994). Zou and Cavusgil (2002) capture strategic performance through measuring market 
share, competitiveness, strategic position, and leadership position relative to major rivals, 
measures.  
Occasionally, adaptation and standardisation studies look into performance outcomes in 
general, without clarifying a specific aspect of performance, rather capturing whether general 
success has been achieved. Indicators of general performance are represented by managers’ 
global satisfaction (Navarro-García et al., 2014), meeting expectations (Li, 2010; Sousa et al., 
2014), satisfaction with results (Li, 2010), and perception of success (Li, 2010). 
Tables 2.1 and 2.2 of the present chapter contain information about the context and the level 
of analysis of the performance outcomes explored by the studies presented above.  
 
2.2.3.3 Objective and Subjective Measures of Performance 
Performance consequences can be further classified in objective and subjective measures, 
according to whether the performance assessment involves an individual’s personal judgement. 
Objective measures, free from personal biases, and are often represented by objective sales, 
profits, and growth figures (Theodosiou & Leonidou, 2003). Objective figures are considered 
to be more difficult to obtain due to their sensitive nature and the potential scepticism that the 
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respondents might demonstrate towards exposing such information (Kendall et al., 1991). 
Subjective measures connote the relativity of the measurement, often using another specified 
indicator as the point of reference towards a comparison, for instance performance indicators 
relative to competitors (Brouthers & Nakos, 2005; Cavusgil & Zou, 1994; Kendall et al., 1991; 
Madsen, 1989) or relative to domestic performance (Koh, 1991). 
The international marketing strategy literature often utilises performance satisfaction (Li, 
2010; Theodosiou & Leonidou, 2003), performance relative to expectations (Katsikeas, 2006) 
and customer satisfaction indicators (Hultman et al., 2009; Morgan et al., 2004) in order to 
capture performance in a subjective way that encapsulates the assessment of a key respondent. 
Measures of profitability, sales and growth are to a big extent subjective and measured relative 
to expectations or the competitors (e.g., Brouthers and Nakos, 2005; Katsikeas et al., 2006; 
Zou and Cavusgil, 2002), perhaps due to the inherent sensitivity of attaining objective figures. 
Efforts for attaining more objective measurement capture the effect of international marketing 
strategy on recorded outcomes such as overall profitability, annual export sales growth 
(Cavusgil & Zou, 1994), return on investment and market share (Szymanski et al., 1993). While 
cases of examining the performance outcomes of international marketing strategy in an 
objective way exist, customer performance is so far captured in a subjective way (e.g. Schilke 
et al., 2009).  
 
2.2.3.4 Dimensionality of Performance Outcomes 
A final classification of performance measurement into either uni-dimensional and separate 
or multi-dimensional and composite measures (Clark, 1999). Performance is often treated as a 
multi-dimensional construct (Jain, 1989; Cadogan et al., 2009) with studies on international 
marketing strategy simultaneously considering financial, market, and customer outcomes. It is 
not rare that composite scales are used, combining aspects such as profitability, sales volume 
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and firm growth (e.g. Aulakh et al., 2000; Tantong et al., 2010). Similarly, measures are utilised 
based on higher-order constructs of multi-dimensional performance measures where each 
dimension, namely financial, market and customer performance dimensions, taps into different 
aspects of each dimension (e.g. Hultman et al., 2009; Hultman et al., 2011; Katsikeas et al., 
2009). Finally, there also exist studies that use reflective measures to capture performance (e.g. 
Sousa et al., 2014; Szymanski, 1993).  
 
2.2.4 Research Gap 1: The Unexplored Impact of Product Adaptation on Export 
Customer Value Creation 
A closer inspection of Table 2.4 and the studies that explore the outcomes of marketing 
adaptation or standardisation for foreign markets reveals a scarcity of research on customer-
related outcomes. Customer satisfaction and customer performance are so far treated as parts 
of composite scales of overall performance. For instance, Chryssochoidis and Wong’s (2000) 
study of the consequences of customisation of product technology includes customer 
acceptance in their formative measure of new product performance. Katsikeas et al. (2006) 
consider multiple aspects of customer performance, such as customer satisfaction, retention, 
referral and generation, as part of their three-dimensional composite export performance, 
which covers market, financial and customer outcomes. Hultman et al. (2009) adopt the same 
set of measures to focus on export performance related to export product adaptation ventures, 
in relation to the competition. Finally, Schilke et al. (2009) also incorporate a customer facet 
in their composite international firm performance measure. Their work constitutes the only 
empirical effort so far to capture value related outcomes of international marketing strategy 
adaptation or standardisation that the present thesis has managed to identify. Specifically, their 
work on the significance of marketing strategy standardisation for firm performance measures 
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relative customer satisfaction, comprises by general customer satisfaction, customer value 
delivery and valued customer retention. 
With the relative dearth of research on the outcomes of marketing strategy on customer 
performance, there remains a recurring call for such a focus. Ryans et al. (2003), who take a 
historical retrospective view on the international marketing literature, identify several problems 
in the central constructs of international marketing strategy and the effectiveness of the 
strategy. As a result, they call for further validation of the associations of standardised 
strategies with lower costs and adaptation strategies with increased delivery of value, whilst 
they cast doubt to the existence of the extensively hypothesised homogenization of markets. 
Their critical assessment of the extant literature thus far puts great emphasis on the need for 
the incorporation of the concept of value delivery.  
A strong recommendation to incorporate value delivery in the international marketing 
strategy research is made, likewise, by Birnik and Bowman (2007). In their review, they cover 
a wide range of standardisation/adaptation related aspects that are investigated by the 
contemporary literature and they summarise the phenomenon in a rather cumulative model that 
highlights that marketing strategy is mediated by implementation outcomes, both beneficial 
and disadvantageous, generative mechanisms and finally results in performance. Their model 
identifies customers’ perceived use value as a mechanism that leads from strategy adaptation 
or standardisation and its implementation, to outcomes, among which is creation of customer 
value. Such mechanisms and outcomes, the paper postulates, are not empirically explored so 
far.  
Similarly, in the global marketing strategy literature, Steenkamp (2014) also makes a clear 
connection between the firms’ global activities and value creation. Steenkamp (2014) proposes 
a conceptual framework that depicts how different types of global brands have the opportunity 
to leverage consumer, economic, marketing and organizational sources of value. Following the 
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footprints of most research of the global marketing stream, the author focuses on the perks of 
standardising in order to reap consumer related benefits, such as increased perceived quality, 
global-ness, or prestige derived by global brands – all sources of consumer related value. 
Highlighted throughout the whole paper is the importance of creating value which lies within 
its link with achieving superior performance in terms of consumer, market and financial 
outcomes. 
 
2.2.4.1 Key Aspects of the Concept of Value  
With the aim of studying the effect of export product adaptation on creating customer value, 
it is essential to review the value-related literature to understand its meaning and the 
mechanisms of its creation. Value is a polysemous concept (Zeithaml, 1988) and it is critical 
to distinguish between two different types of value, namely value for the firm and customer 
value (Woodruff, 1997), with the latter being on the focus of the present study. The most widely 
used definition of customer value explains the phenomenon as a trade-off between benefits and 
costs associated with an offering (Gutman, 1982; Kumar & Reinartz, 2016; Möller, 2006; 
Leroi-Werelds et al., 2014; Pinder, 2015; Woodruff 1997). The benefits can be linked with 
issues such as the product’s quality, quantity or the experience itself, whereas the unwanted 
consequences, otherwise called sacrifices, can be related to matters such as the price paid or 
the time and effort involved in acquiring the product or service (Zeithaml, 1988). The concept 
is empirically captured either uni-dimensionally, as the overall extent of value (Zeithaml, 1988) 
or as multi-dimensional construct that captures several sources of value (Holbrook, 1999; 
Sweeney & Soutar, 2001). 
There exist two main perspectives of customer value. The attribute-based view of value posits 
that value can be obtained by the product’s or service’s specific attributes, available for 
evaluation before or after the purchase, whereas the consequence-based view suggests that 
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customer value stems from the actual experience of the product (Leroi-Werelds et al., 2014; 
Zeithaml, 1988).  The two perspectives highlight the difference between the value created by 
the firm and the inherent subjectivity of the actual “value in use” experienced by the consumers 
(Grönroos & Ravald, 2011; Zeithaml, 1988).  The attribute-based view of customer value 
stresses that firms that focus on the product attributes that customers are seeking for can create 
value by boosting the positive sign of the quality–price trade-off (Leroi-Werelds et al., 2014). 
Zeithaml (1988), draws on the work of Olson (1977) and Olson and Jacoby (1972), and 
connects value with actual and perceived quality, expressed by a product’s intrinsic (i.e., 
related to the physical product), and extrinsic (i.e., irrelevant to the tangible product) attributes. 
The consequence-based standpoint introduces a hedonic element in the perceptions of value, 
on top of the functional-utilitarian value nature suggested by the school of thought that 
perceives value as attribute-driven (Sweeney & Soutar, 2001). 
The present study adopts the attribute-based, functional perspective of value in order to 
explore the consequences of firms’ export product adaptation efforts on creating customer 
value for their foreign markets. This approach appears more relevant in the case of studying 
value created for the customers from a firms’ perspective, especially since the focus is on the 
effect that changes in product attributes exert in creating value.  
 
2.2.4.2 Theoretical Background for Customer Value Creation 
The way to creating valued offerings passes through exploiting, creating and delivering 
value (Kotler & Keller, 2006). Liozu (2017) posits value creation into the three-stage value 
management process along with its quantification and seizure. Identifying customer wants and 
behavioural patterns is recognized as key in the process of providing customer benefits and 
creating and delivering value (Berghman, et al., 2006; Kotler & Keller, 2006; Sweeney & 
Soutar, 2001). Slater and Narver (1994) indicate a firm’s customer orientation, part of market 
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orientation, as a vital originator of customer understanding and value creation. What is more, 
identifying how customer perceived benefits are linked with specific product attributes is 
deemed crucial for product planning that enables creating customer value (Gutman, 1982).  
There exist a number of theoretical models attempting to describe the strategies of creating 
customer value. According to the customer value hierarchy model (Kotler & Keller, 2006) the 
product is divided into five categories of value for the customers, namely 1) the fundamental 
benefit, 2) the core product, 3) the basic, 4) the expected and augmented offering and, finally, 
5) the potential product. Firms’ can create and deliver value by intervening in each one of these 
offering levels (Berghman et al., 2006; Levitt, 1983). While the first three levels of the offering 
provide mandated value, the augmented and the potential levels refer to additionally provided 
or potentially provided, future value, that can be associated with the innovation process 
inherent to providing value as described by Slater (1997).  
A further distinction between the means of providing value to customers is made by Möller 
(2006), who presents three types of value delivery strategy, namely through creating a core 
market offering, a value-adding offering or following the path of radical innovation. Moving 
towards a strategy of radical innovation, he indicates, can be associated with higher 
complexity, uncertainty, costs and risk about the outcomes, but it can also result in higher 
return on the investment. The radical innovation, as a value strategy, proposed by Möller 
(2006), can be associated with the augmented and potential levels of the offering, as presented 
into the value hierarchy model. 
An additional important theoretical contribution into understanding value and its creation is 
provided by the means-end theory (Gutman, 1982), which proposes that product attributes and 
tangible characteristics represent means held by firms to provide the values that their customers 
are seeking for. In other words, firms offer value via their products’ attributes which are 
experienced by the customers. The result is the achievement of their desired states, such as 
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being happy. Zeithaml (1988) links the means-end theory to using intrinsic product attributes 
with extrinsic and experiential aspects, in order to communicate the anticipated customer 
values, in other words their desired end.  
Finally, although out of the scope of the present study, it seems noteworthy to refer to an 
additional mechanisms of value creation, which is value co-creation (Vargo et al., 2017). This 
process of generating value includes the involvement of both the firm and the customer, or the 
buyer and the supplier in the case of business to business marketing. This collaborative value 
creation roots into the relational view of customer value, which identifies value generation into 
the sole existence of relationships between the firm and the customer (Möller, 2006).  
 
2.3 Issues of Conceptualisation of Product Adaptation 
Table 2.5 offers an overview of how the international marketing strategy literature captures 
the product adaptation construct so far.  
Papers that focus on examining the adaptation or standardisation of the product element of 
the marketing mix specifically, or along with other elements of the marketing mix, consider, 
to their vast majority, different product characteristics as a basis to specify the degree of the 
product amendments. From this angle, research looks into products elements such as labelling, 
internal and external features, package and brand name, warranty, positioning, design, taste, 
composition, quality, range, style, pre and after-sales, general variety, size and colour variety, 
image, support, promotion approaches (Aulakh et al., 2000; Evans & Bridson, 2005; Hultman 
et al., 2009; Katsikeas et al., 2006; Kustin, 2004; Li, 2010; Leonidou, 1996; Quester & Conduit, 
1996; Tantong et al., 2010; Zou & Cavusgil, 2002; Vrontis & Thrassou, 2007). Product 
characteristics, labelling, branding and packaging, are all highlighted as being the product 
aspects mostly adapted, although there is a lack of agreement in terms of which element is 
 Chapter 2: Review of the Literature 
 66 
modified the most (Leonidou, 1996; Ward, 1973). While in these cases the extent of adaptation 
or standardisation of such aspects contributes to an overall degree of product adjustment 
(versus a degree of standardisation), in few cases the chosen strategy is treated as a variable of 
two opposing options; absolute adaptation or complete standardisation (Brouthers & Nakos, 
2005) and as such forms a categorical variable. An alternative conceptualisation captures the 
overall degree of product standardisation, as part of a firm’s global strategy (Zou & Cavusgil, 
1996). 
Finally, it should be noted that there exist studies that look into studying adaptation or 
standardisation of the remaining elements of the marketing mix, namely price, promotion, and 
place, as part of the overall marketing strategy adaptation (e.g., Aulakh et al., 2000; Quester & 
Conduit, 1996; Katsikeas et al., 2006; Schilke et al., 2009). Although the study of the remaining 
marketing mix elements is beyond the scope of the present research, they are included in table 
2.5 when they are been studied along with product adaptation as integrated parts of 
international marketing strategy. This is done for an overview of what has been studied so far 
and to understand where the focus of international marketing investigation has been, as well as 
how conceptualisation issues have been approached so far. The above review illustrates the 
lack of exploration of the different aspects of product adaptation which forms an evident 
literature gap. 
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Table 2.5 Conceptualisation of International Marketing Strategy 
Author(s)  
/ Year 
Conceptualisation 
Different 
Elements of the 
Marketing Mix  
Marketing Mix Specific Aspects Multiple Product Adaptation Dimensions 
Akaah, 1991 Overall degree of strategy of standardisation  
(degree of similarity of program and process 
across countries) 
no n.a. 
(Product is captured as an integrated part of the strategy) 
no 
Quester and 
Conduit, 1996 
Evaluation of the similarity of the marketing 
mix of a product sold in Australia and in the 
parent company's country. Absolute similarity 
is considered as extreme standardisation 
yes Product: brand name, packaging, warranty, product 
characteristics, product positioning 
Price: wholesale price, retail price, discounts given 
Promotion: creative expression, basic advertising message, 
media allocation, sales promotion 
Distribution: degree of penetration, management of 
salesforce, role of intermediaries, type of intermediaries, 
role of salesforce 
no 
Aulakh et al., 
2000 
Extent of marketing standardisation, as the 
extent of use of the same marketing program in 
foreign countries 
yes Product: product design, brand name 
Promotion: advertising message, product positioning, 
promotional techniques 
Price: pricing strategy 
no 
Zou and 
Cavusgil, 2002 
The degree to which a BU's mix elements are 
standardised across the markets 
(elements are studied separately) 
yes Product: core product, components, main features, designs  
Promotion: execution of advertising, sales promotion 
techniques 
Channel structure: channel structure 
no 
Kustin, 2004 If marketing attributes were similarly perceived, 
then in favour of standardisation 
yes Product: Taste, Refreshing, Size/quantity, Preferred diet, 
Artificial flavours 
Place: Vending machines Retail stores 
Promotion: Brand ads. 
Price: As a factor, Frequency/purchase 
no 
Evans and 
Bridson, 2005 
Degree to which the retail offer in the close and 
distant foreign markets was similar or different 
to that in the home market on a seven-point 
yes merchandise quality, merchandise range, level of customer 
services, pricing strategy, in-store customer facilities, store 
layout, store atmosphere, quality of display, provision of 
no 
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Author(s)  
/ Year 
Conceptualisation 
Different 
Elements of the 
Marketing Mix  
Marketing Mix Specific Aspects Multiple Product Adaptation Dimensions 
Likert scale, ranging from [1= totally the same, 
7= totally different) 
after sales service and overall image presented to the 
customer (after exploratory and confirmatory factor 
analysis merchandise range, store layout and quality of 
display were deleted from the final analysis). 
Katsikeas et al., 
2006 
Degree of similarity of different aspects of mix 
elements, across different markets: 
yes Product: design and style, quality ,brand name, packaging, 
labelling, warranties, pre- and after-sales service 
Pricing: selling price to trade customers ,selling price to 
end-users, profit margins to trade customers, profit margins 
to end-users, sales terms 
Promotion: advertising message, advertising creative 
presentation, advertising media strategy, sales promotion 
tools, publicity and public relations activities, personal 
selling techniques 
Distribution: length of distribution channels, type of 
middlemen used, distribution coverage, control over 
distribution channels, inventory controls, order processing 
systems 
( 1=Very different’, 7=‘Very similar’) 
no 
Viswanathan and 
Dickson, 2007 
degree of strategy standardisation  
(degree of similarity of marketing mix and 
marketing management process across 
countries) 
No No 
(Product is captured as an integrated part of the strategy) 
no 
Vrontis et al., 
2007 
Is your organisation standardising (using the 
same) or adapting (using different) the 
following elements of the marketing mix in 
different countries around the world? Please 
circle the number, which matches your 
organisation’s behaviour most closely. ( 
yes Product: Attributes, product or service variety, design, 
features, quality, brand name, packaging, styling, size and 
colour varieties, image, support services, after-sales 
service, delivery, installation, after sales service, warranties 
Price: price levels, list price, price change, discount 
allowances, payment period, credit terms 
Place-distribution: distribution channels, distributors’ 
value, place of shops, logistics 
Promotion: advertising, sales promotion, personal selling, 
direct marketing, public relations 
People: skills of staff required, staff interaction with 
customers and suppliers, characteristics of target market 
no 
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Author(s)  
/ Year 
Conceptualisation 
Different 
Elements of the 
Marketing Mix  
Marketing Mix Specific Aspects Multiple Product Adaptation Dimensions 
Physical Evidence:  surroundings 
(1-7: Standardisation, Neutral, Adaptation of offering 
Schilke et al., 
2009 
Second-order factor: Degree of product 
similarity across national markets of product 
promotion and channel structure across national 
markets.  (they dropped price) 
yes Based on Zou and Cavusgil (2002)  
Product standardisation: core product, components, main 
features, designs 
Promotion standardisation:  advertising execution, 
techniques for sales promotion 
Standardised channel structure: channel structure 
 (1 = “strongly disagree,” 5 = “strongly agree”) 
no 
Zeriti et al., 2014 Extent to which the elements of the overall 
sustainable export marketing strategy are 
different from the domestic market 
no n.a. 
(Product is captured as an integrated part of the strategy) 
no 
Navarro-García 
et al., 2014 
Adaptation of the marketing-mix (second order 
reflective construct) 
yes not specifically mentioned no 
Rao-Nicholson 
and Khan, 2017 
Dummy variables - standardisation/adaptation 
of target name (to the acquirer) 
no n.a. 
(Product is captured as an integrated part of the strategy) 
no 
Leonidou, 1996 Degree of similarity/difference between 
products marketed in the Middle East by 
Japanese multinationals compared to those sold 
in their domestic market. 
yes Product: labelling, packaging, internal features, external 
characteristics and branding 
no 
Chryssochoidis 
and Wong, 1996 
Standardised product technology/specifications no n.a. no 
Brouthers and 
Nakos, 2005 
Changes in products sold abroad for export or 
not (dichotomous variable) 
yes Product: constituent ingredients, packaging no 
Hultman et al., 
2009 
Level of physical product differences across 
national markets 
yes Product: quality, design and style, features/performance 
and branding. 
no 
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Author(s)  
/ Year 
Conceptualisation 
Different 
Elements of the 
Marketing Mix  
Marketing Mix Specific Aspects Multiple Product Adaptation Dimensions 
Li, 2010 Extent of rigid product adaptation decisions yes Product: promotion approaches, product positioning, 
foreign markets 
no 
Tantong et al., 
2010 
Level of product adaptation to satisfy local 
consumers’ preferences and values 
yes Product: Brand (name, product label, colour) design (core, 
umber of product lines), quality and warranty 
no 
Ward, 1983 Extent to which promotion strategies varied 
between this country and the parent company. 
Differences were considered as adaptations. 
yes Product: Use of the products, labelling, packaging, service, 
product range, quality and styling, frequency of these 
modification, t 
Promotion: Media, sales force, distribution initiatives, 
advertising volume, special promotions, publicity 
not empirically studied 
- 
references exist 
Cavusgil et al., 
1993 
Degree of product adaptation and promotion 
adaptation across national boundaries 
yes Product adaptation: upon and after entry 
Promotion adaptation: positioning, packaging/labelling, 
and promotional approach 
no 
Cavusgil and 
Zou, 1994 
Degree of product and promotion adaptation to 
the conditions of the foreign market 
yes Product: upon and after entry 
Promotion: positioning, packaging/labelling, and 
promotional approach 
no 
Oliveira 2015 Marketing adaptation quantity across all 
different markets 
no no one dimension- quantity 
 Chapter 2: Review of the Literature 
 71 
2.3.1 Research Gap 2: The Need for Re-Conceptualisation of Export Product 
Adaptation: Evidence for the existence of multiple dimensions 
On reflection, it is obvious that export product adaptation has multiple properties or 
dimensions. Product adaptation is an exporting strategy, and exporting strategies are often 
complex, and rarely so simple that one can simply say that “high adaptation” through to “low 
adaptation / standardisation” provides a full explanation of the range and complexities of 
adaptations the firm can engage in. As a consequence, it is reasonable, a priori, to expect that 
export product adaptation is not unidimensional. An examination of the pertinent literature, as 
presented above, reveals a variety of studies that look into the overall international marketing 
strategy adaptation or standardisation, the adaptation or standardisation of the different 
elements of the marketing mix, program or the resource allocation. Yet again, there are several 
calls expressed for further research on the conceptualisation of the phenomenon. Theodosiou 
and Leonidou (2003) suggest that the reasons for equivocal findings, regarding whether 
adaptation is performance-wise beneficial or not, are located to poor theory, research design or 
inadequate analysis and an incomplete conceptualisation of the phenomenon. 
Revisiting the early product adaptation literature, some first insinuations regarding the 
multi-faceted nature of the extent of adapting product marketing strategy are identified. For 
instance, Ward (1973) studies product and promotion adaptation of European subsidiaries in 
the U.S. Though he extensively bases his work on how different product elements are adapted 
for the foreign markets of the United States, he also highlights the high number of the products 
modified in terms of more than one factors. One level of the investigation focuses on the 
uniformity of the use of the products, labelling, packaging, service, product range, quality and 
styling but the results which report a lot of products being adapted reveal a separate level 
relating to the extent of product adaptation. Moreover, Ward’s (1973) study reports the 
frequency with which these modifications are taking place, to showcase that the less 
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demanding European customers require less frequent modification of products. Moving to a 
recent study, Steenkamp (2014) appears to address a similar product adaptation dimension. In 
his study of global brand value creation, he argues that global brand managers would 
potentially prefer a more global strategy approach and choose to have less products adapted to 
benefit from efficiencies in handling and coordinating them. Finally, Oliveira’s (2015) thesis 
on the outcomes of export marketing adaptation on profit and sales performance examines the 
quantity dimension of marketing adaptation and constitutes the only study that has empirically 
investigated this approach so far. 
A similar call for investigating the multi-faceted nature of product adaptation is presented 
by Poulis and Poulis (2013). Poulis and Poulis (2013) make a first effort in terms of looking at 
the different aspects of product adaptation/standardisation. Employing a qualitative approach, 
their work distinguishes between a low and a great depth of adaptation and a narrow and wide 
breath of it, referring to limited adaptation due to cultural homogeneity and extensive product 
modification to satisfy multiple homogeneous intra-cultural segments. Their study might be 
dealing with existing cultural differences within the same country borders, but it remarkably 
reveals that the construct of product adaptation shall be further conceptualised.  
Along with the quantity of the products adapted and the frequency of the modifications, 
Ward’s pivotal work (1973) implies that the extent of adaptation within the products, as 
expressed by the modification of different aspects, to different extent each aspect, constitutes 
a separate adaptation dimension. A look into the literature so far, as presented in the section 
above, reveals that the (extent of) product adaptation, captured by the studies conducted so far, 
includes both the number of products adapted (i.e. product adaptation quantity) and the 
adaptation within each product, through changes in different product aspects, in the same 
construct, without distinguishing between the different dimensions inherent in the product 
modifications.  
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The adaptation / standardisation literature unravels an indication for the existence of a third, 
additional, dimension of product adaptation. Chryssochoidis and Wong (1996) turn their 
research lenses into a certain aspect of product customisation, namely the adaptation of the 
technology associated with the products for international markets. The writers highlight the 
need to consider the adaptation of product technology separately to the rest of the product 
aspects. At the same time, part of the entrepreneurship literature, draws the attention to the role 
of firms’ innovativeness in enabling product modifications that satisfy customer needs across 
foreign markets (Boso et al., 2012).  Szymanski et al. (2007) specifically attribute a degree of 
novelty in the product architecture, features, use and the process of their creation, referred to 
as technology innovativeness. They further attribute a degree of novelty in the product offering 
created by companies, related to the newness of the product to the market and /or to the firm. 
Based on the above, product adaptations also hold a degree of novelty, associated with the 
novelty of the technology used for the modifications, as well as the newness of the adapted 
products to the firm and to the market. 
Consequently, following calls for a re-conceptualisation product adaptation, this study takes 
a multi-dimensional, three-faceted approach to export product adaptation. It appears that these 
indications remain, so far, empirically unaddressed. The only exception is the recent study of 
the effects of export of marketing adaptation quantity on performance by Oliveira (2015), while 
no study has ever taken a multi-faceted product adaptation approach. In this context, the quest 
of this study is extended to identifying the distinct role of quantity, intensity and novelty of 
export product adaptation on affecting the value created by firms for customers in their export 
markets. 
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2.4 Factors Influencing International Marketing Strategy and Performance 
Outcomes 
The ambiguity of the research findings regarding whether standardisation and adaptation is 
best leads to the conclusion that there is not a “one-size fits all” strategy solution (Cavusgil et 
al., 1993; Hultman et al., 2009; Katsikeas et al., 2006). As introduced earlier in this chapter, 
recent advances in the study of international marketing strategy point towards the connection 
of firms’ organizational aspect and the external environmental situation to explain the 
conditions that determine which strategy is more suitable as well as how its success is shaped 
(Rao & Nicholson, 2017; Zou & Stan, 1998). Firms exporting in different countries must 
manage complicated internal procedures, strategic issues, managerial and organisational 
aspects, as well as a complex and dynamic external environment, all of which influence firm 
performance (Katsikeas et al., 2000).  
Table 2.6 presents a comprehensive summary of the internal and external aspects considered 
by the international marketing strategy literature.  
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Table 2.6 Internal and External Factors influencing International Marketing Adaptation and Its Success 
Author(s) 
/Year 
Context Strategy Drivers of strategy Drivers of Performance Moderators/ Mediators Fit 
Ward, 1973 international product and  
promotion 
adaptation 
type of product (industrial vs. 
consumer) 
  
no 
Jain, 1989 international program  
standardisation 
target market (geographic area, 
economic factors) 
market position (development, position, 
competition) 
nature of program (type of product, 
product positioning) 
environment (physical, legal, political, 
marketing infrastructure) 
organisation factors (corporate 
orientation, headquarters/subsidiary 
relationship) 
not studied 
 
no 
Akaah, 1991 international strategy  
standardisation 
consumer characteristics 
environment characteristics 
competitive environment 
nature of ownership 
corporate orientation 
not studied 
  
Cavusgil et al., 
1993 
export product 
adaptation  
and promotion 
 adaptation 
company (international experience (-) 
(+), sales goal for venture (-) (-), entry 
scope) 
product/industry (technology 
orientation (-), product uniqueness (+) 
(+), product cultural specificity (+) (+), 
type of product) 
export market characteristics (legal 
not studied 
 
no 
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Author(s) 
/Year 
Context Strategy Drivers of strategy Drivers of Performance Moderators/ Mediators Fit 
regulations (-) (-), market 
competitiveness (+) (+), product 
familiarity (-) (+)) 
(Note: first parenthesis with a sign 
signifies the effect on product and the 
second on promotion adaptation) 
Cavusgil and 
Zou, 1994 
export marketing 
strategy 
adaptation 
cultural specificity of product (+) 
product uniqueness (+) 
firm's experience with product (-) 
technology orientation of industry (-) 
(+) 
export market competitiveness (+) 
brand familiarity of export customers (-) 
international competeness (+) 
commitment to venture (+) 
international competence (+) 
commitment to venture (+) 
product/promotion 
adaptation (+) 
support to foreign distributor 
(+) 
price competitiveness (+) 
 
no 
Quester and 
Conduit, 1996 
MNCs standardisation of 
marketing 
program 
centralisation (not correlated with 
standardisation) 
product related characteristics: nature of 
product, positioning, life-cycle stage, 
use pattern, position in product line, 
changes by competitors, traditional vs. 
non-traditional 
host-country environment: marketing 
infrastructure, legal env. physical 
conditions, economic env., political 
env., competitive, culture 
subsidiary factors: ownership structure, 
nationality, corporate orientation, 
headquarter-subsidiary relationship, size 
not studied 
  
Zou and 
Cavusgil, 1996 
global program  
standardisation 
Internal organizational factors: 
market orientation, managerial 
organizational factors: 
market orientation, 
no no 
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Author(s) 
/Year 
Context Strategy Drivers of strategy Drivers of Performance Moderators/ Mediators Fit 
orientation and commitment, 
organization culture, organizational 
capabilities, international experience 
External industry globalization drivers: 
market factors, cost factors, competitive 
factors, technology factors, 
environmental factors 
managerial orientation and 
commitment, organization 
culture, organizational 
capabilities, international 
experience 
Global strategy 
Laroche et al. 
2001 
general  advertising 
standardisation 
degree of control of MNC over 
subsidiary (+) 
not studied  
  
Kustin, 2004 international marketing mix 
standardisation 
consumer perception homogeneity  
intra-cultural (similar) country markets 
inter-cultural (dissimilar) country 
markets (-) 
not studied no no 
Brouthers and 
Nakos, 2005 
export, 
SMEs 
product 
adaptation 
 
decision maker 
characteristics (education 
and age) (n.s.*) 
company age (+) 
international experience (-) 
number of foreign countries 
(-) 
company size (n.s.) 
product adaptation (+) 
dependence on exports (+) 
international market 
selection (+) 
no no 
Evans and 
Bridson, 2005 
international 
retailing 
retail offer  
adaptation 
psychic distance: differences in market 
structure,  
differences in business practices and 
language (+) 
(national culture, legal and political, 
economic n.s) 
 not studied no no 
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Author(s) 
/Year 
Context Strategy Drivers of strategy Drivers of Performance Moderators/ Mediators Fit 
Zaiem and 
Zghidi, 2011 
export product 
adaptation 
size (n.s.) 
experience (no of countries) (-) 
type of product (consumer +) 
business segment 
product adaptation strategy 
  
Sousa et al., 
2014 
export price adaptation physic distance (+) cultural distance (-) 
export assistance (+)  
price adaptation (+)          
squared (-) 
 
no 
Rao-Nicholson 
and Khan, 
2017 
international 
/EMFs 
(Emerging 
Market 
Firms) 
standardisation/ 
adaptation of 
target brand 
acquirer organizational brand identity: 
business group membership (n.s.), 
government ownership (n.s.), private 
acquirer (+) 
target organizational brand identity (-): 
target size, high technology industry 
institutional factors (-): official 
language distance, political risk 
difference, economic distance, target 
national development, legal distance 
culture: cultural distance (-), historic 
links (+), ethnic ties (+) 
   
Katsikeas et 
al., 2006 
international 
/ MNCs 
marketing  
standardisation 
similarity of (+):  
economic environment (n.s.) 
regulatory environment 
technological intensity and velocity 
customs and traditions 
customer characteristics  
marketing infrastructure (n.s.) 
product life cycle 
competitive intensity 
fit of marketing strategy 
standardisation with the 
environmental conditions (+) 
no fit as 
matching 
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Author(s) 
/Year 
Context Strategy Drivers of strategy Drivers of Performance Moderators/ Mediators Fit 
Hultman et al., 
2009 
export product 
adaptation 
macro-environmental differences: 
economic (n.s.), regulatory (n.s.), 
sociocultural, technological (+) 
micro-environmental differences: 
customer characteristics (n.s.), market 
characteristics, marketing infrastructure, 
competitive intensity (n.s.), stage of 
PLC (+) 
internal characteristics: export 
commitment, scope of exporting 
experience (n.s.), export venture 
duration (+) 
fit between macro (+), micro 
(+) and internal factors (n.s.) 
and export product 
adaptation 
no fit as 
matching 
Schmidt and 
Kotulla, 2011 
international  international  
product  
standardisation 
foreign price elasticity of demand for 
the product 
cost of modification 
potential for cross-national economies 
of scale 
homogeneity of demand 
degree of international product 
standardisation 
fit between situational 
factors and strategy (+) 
Moderators: 
perceptual managerial 
errors regarding the 
situation (-) 
quality of strategy 
execution (+) 
fit as 
matching 
Zeriti et al., 
2017 
export sustainable export 
marketing 
strategy 
adaptation 
macro-environment: economic 
conditions (+), regulatory conditions 
(n.s.), sociocultural conditions (n.s.), 
technological conditions (+) 
micro-environment: competitive 
intensity (+), customer characteristics 
(+), market munificence (+), 
stakeholder pressures (n.s.) 
strategic fit of environment 
with sustainable export 
marketing strategy 
adaptation 
no fit as 
matching 
Aulakh et al., 
2000 
export marketing  
standardisation 
not studied cost leadership (+) 
differentiation (only for 
emerging.) 
developed country (+) 
foreign market focus (-) 
no 
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Author(s) 
/Year 
Context Strategy Drivers of strategy Drivers of Performance Moderators/ Mediators Fit 
marketing standardisation (- 
only for developed) 
export diversification 
squared (-) 
foreign market focus  
international experience 
(only for developed 
countries) 
size (n.s.) 
good or service (n.s.) 
Li, 2000 export rigid product  
adaptation 
decisions 
organic structural design: (-) 
export coordination 
export process control 
rigid product adaptation 
decisions (-)  
technological 
uncertainty (-) 
fit as 
moderation 
Schilke et al., 
2009 
international 
 
standardisation of 
marketing  
program 
 standardisation (+) differentiation (n.s.)  
cost leadership (+) 
coordination of 
marketing activities (+) 
global market 
participation (+) 
product homogeneity (+) 
B2B/B2C focus (n.s.) 
firm size (+) 
fit as 
moderation 
Tantong et al., 
2010 
export product 
adaptation  
design/ brand 
name / quality 
not studied product adaptation: 
design adaptation (+) 
brand adaptation (n.s.) 
quality adaptation (n.s.) 
market orientation (+) fit as 
moderation 
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Author(s) 
/Year 
Context Strategy Drivers of strategy Drivers of Performance Moderators/ Mediators Fit 
Navarro-
García et al., 
2014 
export marketing mix  
adaptation 
external environment (+) (market 
turbulence, competitive intensity, 
technological turbulence) 
psychological distance (+) (country, 
people) 
export market orientation (n.s.) 
marketing mix adaptation (+) 
export market orientation (+) 
market orientation (+) fit as 
moderation 
Oliveira, 2015 export marketing 
adaptation 
quantity 
 marketing adaptation 
quantity squared (-) 
market orientation (n.s.)  
environmental 
differences (n.s.) 
 
Notes: 1). The signs in the parentheses indicate the sign of the effect, 2). n.s.* stands for hypotheses that were not supported after being empirically tested 
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2.4.1 Theoretical Underpinnings 
Before moving on with reviewing the internal and external contingencies proposed by 
international marketing strategy literature, it is important to establish the theoretical 
background underlying the above described position. Specifically, the following sections are 
dedicated in presenting the RBV of the firm as well as the contingency approach theoretical 
premises. 
 
2.4.1.1 Organisational Characteristics: The Resource-Based View of the Firm (RBV) 
In order to understand how internal factors may shape firm performance, this study draws 
on the premises of the Resource Based View of the Firm (RBV), which explicitly links 
strategies’ success and sustainability with their idiosyncratic set of capabilities (Galbreath, 
2005; Hooley et al., 2008). Barney (1991), highlights the link between resources possessed and 
the ability of the firms to create competitive advantage. Successful strategies are linked to 
firms’ assets, capabilities, information possessing mechanisms and management, 
organisational knowledge, and so on; all these factors comprise the resource base of a firm, 
otherwise referred to as “firm resource endowment” (Barney, 1991; Daft, 1983). Resources 
can be tangible or intangible (Galbreath, 2005), are heterogeneous across firms and 
immobilized (Barney, 1991), and can act a major advantage, or disadvantage, for the firm 
(Wernerfelt, 1984). Key to the role of resources on being translated into sustainable 
competitive advantage is a set of resource characteristics, known as VRIN, which is comprised 
by the value held, the rarity, the inimitability and the non-substitutability of a firm’s resources 
(Barney, 1991; Hooley et al., 2008). 
Firm resources bear value insofar as they contribute to a strategy’s efficiency and 
effectiveness (Barney, 1991). Marketing resources particularly, such as branding and customer 
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relationships, contribute into utilising and combining other company characteristics in order to 
drive strategy success (Srivastava et al., 2001). Several export studies utilise the RBV 
framework in order to explain how organisational resources influence export strategy and its 
success (Calantone et al., 2006; Cavusgil, et al., 1993; Dhanaraj & Beamish. 2003; Navarro-
Garcia, 2015). On the other hand, the value perspective offers indications of the interaction 
between a firm’s resources and value creation. Specifically, it is argued that resources related 
to marketing activities contribute in creating customer value (Sweeney & Soutar, 2001). In a 
value production system, the actors that possess the resources, namely the companies, can use 
them in order to create customer value (Möller, 2006). Although there is an inherent 
assumption that since resources can be valuable, as denoted by the VRIN characteristics they 
possess mentioned above, the empirical link with how they affect export strategy and its 
outcomes, has not been traced. In the case studied in the present thesis, this value would be 
expressed as customer value created in conjunction with export product adaptation activities.  
The RBV of the firm is criticized for ignoring external conditions and the complexity of the 
external to the firm environment (Hooley, et al., 2008; Wang & Ahmed, 2007). While the RBV 
perspective serves as a satisfactory basis to explain how firm’s elements act as resources that 
enable quests for efficient strategies and achievement of competitive advantage, it fails to 
address the external influences, which signify the need for a framework inclusive of both 
internal and external circumstances (Barney, 2001). 
 
2.4.1.2 External Environment: A Contingency Theory Approach 
In line with the statement that any theory, instead of representing a universal truth, is 
founded on contingencies (Ginsberg & Venkatraman, 1985), the contingency theory approach 
serves as the basis for accounting for situational factors and their interplay in order to identify 
the right strategic and managerial approach (Zeithaml., 1988). In other words, it is posited that 
there exists a right management approach for any set of organisational factors and 
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environmental conditions (Ginsberg & Venkatraman, 1985), or that the environmental 
contingencies can be matched with the internal aspects to address a given situation effectively 
(Zeithaml, 1988). Popular examples of contingency-based approaches are the structural 
outlook, which associates firm’s structure with the environment and the technological 
conditions (Thompson, 1967), and the leadership effectiveness contingency perspective, which 
connects the success of the leadership style with the task structure and degree of favourableness 
of the situation faced (Fieldler, 1967). Admittedly, specific managerial aspects and strategic 
options counter-balance the uncertainty of the environment (Ginsberg & Venkatraman, 1985) 
and reinstate to the company an extent of control over the situation, required to achieve the 
quested outcomes effectively (Thompson, 1967; Zeithaml, 1988). Hofer (1975) classifies 
contingency factors in general environment, industry arrangement, competitive landscape, 
supplier issues, market and consumer characteristics, and organisational aspects. 
All contingent aspects, namely the organisational and environmental condition and the 
strategic outcomes, interact, form system models, and feed that strategy performance loop 
(Ginsberg & Venkatraman, 1985). The open systems theory highlights the interdependence of 
the parts of an organisation and their interaction with the wider external environment 
(Zeithaml, 1988). The system is characterised by adaptation of the contingent parts to one 
another and equifinality of reaching the same outcome in different ways. Three major 
approaches towards fit are proposed; the selection, the interaction and the systems approach 
(Drazin & Van de Ven, 1985). The simple selection perspective treats fit as the congruence 
between the contingencies, regardless of the final strategic outcome. The interaction approach 
of the fit of the contingencies is set to explain variations in performance outcomes shaped by 
the fit between the structure and the environment. Consequently, an interaction is realised 
between two variables, contextual and environmental, which shapes firm strategic performance 
within various contexts (Zeithaml, 1988) by either changing the strength or the form between 
of the independent-dependent variable relationship (Schoonhoven, 1981). Finally, the systems 
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approach posits that there exists the need for the simultaneous investigation of the relationship 
between several contingent contextual-structural and environmental factors, by exploring their 
deviation from a fit between the aspects involved (Drazin & Van de Ven, 1985).  
Fit is expected to enable performance optimisation (Pennings, 1975), whichever way fit is 
approached. The interaction approach towards fit is adapted for the purposes of this study, 
based on the fact, that the focus is on identifying the factors that influence product adaptation 
quantity – customer value creation relationship. Fit as moderation, as described by 
Venkatraman (1989), serves as the ideal background to support the logic of the 
conceptualisation. As is posited in Venkatraman’s classification of types of fit, fit-as-
moderation implicitly characterises the interaction between two terms, the predictor and the 
moderator. These two variables shape the criterion variable, while the influence might be 
twofold. Either the moderator influences the strength of the predictor-criterion relationship or 
their interaction changes the form of the impact that the predictor has on the dependent variable 
(Armstrong, 1982). 
The above-described contingency approach is widely used within the export context and 
several studies associate export performance outcomes with their dependence upon internal 
and external factors (Akaah, 1991; Calantone et al., 2006; Cavusgil, 1993; Douglas & Wind, 
1987; Jain, 1989; Katsikeas et al., 2006; Morgan et al., 2004; Oliveira, 2015). Specifically, the 
pertinent literature suggests that the role of these internal and external contingencies is reflected 
on the extent of the chosen strategy, which is never absolutely standardised or adapted, and 
subsequently on export performance (Hultman et al., 2009; Cavusgil et al., 1993; Quelch & 
Hoff, 1986). The value perspective, so far only considers how a given situation, compiled by 
internal and external conditions, moderates the value offered and how it is perceived, a type of 
value known as conditional value (Sheth et al., 1991; Sweeney & Soutar, 2001). The 
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moderating role of organizational and external contingencies on the relationship between 
export product adaptation and customer value creation remains, yet, unexplored. 
 
2.4.2. Organisational Factors Influencing Marketing Strategy and Performance 
Outcomes 
Consistent to the contingency theory paradigm and the resource-based view of the firm 
described earlier in this chapter, several marketing strategy adaptation / standardisation studies, 
both within the broad international and the export specific-context, explore the role of 
organizational factors in influencing the strategy itself as well as its success (Cavusgil & Zou, 
1994; Jain, 1989). Organizational factors can affect the success of international and export 
activities in four different ways. They can drive firms’ adaptation / standardisation decisions 
(e.g., Cavusgil & Zou, 1994; Laroche et al., 2001), directly affect performance outcomes (e.g. 
Cavusgil & Zou, 1994; Zou & Cavusgil, 1996), impact performance when suitably matched 
with the strategy pursued (e.g. Katsikeas et al., 2006) or, finally, moderate the strategy – 
performance relationship (Schilke et al., 2009; Tantong et al., 2010). In an export specific 
context, the internal firm, managerial and strategic characteristics shape export marketing, 
whose success is subsequently contingent upon them (Chen et al., 2016). 
Internal organisational factors associated with firms’ adaptation or standardisation are 
aspects related to the product, the strategy, general or export, as well as to firm characteristics 
(Chen et al., 2016; Theodosiou & Leonidou, 2013) Several product aspects are identified as 
antecedents of adaptation or standardisation of the marketing mix elements (e.g. Cavusgil and 
Zou, 1994; Cavusgil et al., 1993). Early research proposes that the type of product (Jain, 1989; 
Quester & Conduit, 1996; Ward, 1973), positioning (Jain, 1989, Quester & Conduit, 1996), 
life-cycle stage and product line position (Quester & Conduit, 1996), are all aspects that 
determine firms’ decisions regarding adaptation of standardisation of the marketing mix. 
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Studies of export adaptation expose a distinct interest in empirically testing how product related 
aspects influence the extent of adaptation adopted. Product uniqueness (Cavusgil et al., 1993; 
Cavusgil & Zou, 1994), cultural specificity (Cavusgil et al., 1993; Cavusgil & Zou, 1994) and 
consumer products (Zaiem & Zghidi, 2011) are found to boost adaptation, whereas firm’s 
experience with the product (Cavusgil & Zou, 1994) is identified as a negative driver. The 
claim that the type of product is important in determining the level of adaptation pursued is 
always empirically proved (Cavusgil et al., 1993).  
Moving on to the strategic aspects that influence the level of marketing strategy adaptation, 
corporate orientation, as the firms’ international strategic stance (Akaah, 1991; Jain, 1989; 
Quester & Conduit, 1996) and market orientation (Zou & Cavusgil, 1996), are initially 
advocated as a major factor that determines the chosen marketing strategy. Later, technology 
orientation is proved to negatively impact export marketing adaptation decisions (Cavusgil et 
al., 1993). The role of export specific strategic elements is also captured by the literature. 
Commitment to the venture is identified as having a positive impact on the extent of export 
marketing strategy adaptation (Cavusgil & Zou, 1994). Contrary, the sales goals for the export 
venture (Cavusgil et al., 1993) and the number of export countries (Zaiem & Zghidi, 2011, 
otherwise stated as export scope, are presented as negative antecedents of export marketing 
and export product adaptation, although scope’s role does not always emerge as significant 
(Cavusgil et al., 1993). The role of export market orientation in driving the adaptation of the 
marketing mix is also examined but not found significant (Navarro-García et al., 2014). 
Finally, the literature examines the firm characteristics that affect marketing strategy 
adaptation decisions. Structure is suggested as one of the firm factors to be taken into 
consideration (Quester & Conduit, 1996). The coordination of export activities and the degree 
of control are negatively associated with product adaptation decisions (Li, 2010), no significant 
direct relationship is found between centralisation and marketing standardisation (Quester & 
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Conduit, 1996). The degree of control over the subsidiary appears to positively affect the level 
of advertising standardisation (Laroche et al., 2001). Ownership type is also proposed as a 
driver of marketing strategy adaptation / standardisation (Akaah, 1991) and private acquirers 
are found to positively affect brand standardisation in the target markets, for multinational 
companies (Rao-Nicholson & Khan, 2017). The role of resources is mostly expressed by the 
consideration of a firm’s size (Quester & Conduit, 1996) but no effect is empirically proved 
within an export context (Zaiem & Zhidi, 2011). In terms of the role of organisational 
capabilities (Zou & Cavusgil, 1996), there exists contradictory evidence of the effect of 
international experience on export marketing adaptation (Cavusgil et al., 1993; Cavusgil & 
Zou, 1994) while the role of a company’s ties, whether historic or ethnic, is found to enhance 
standardisation of the brand in the foreign markets (Rao-Nicholson & Khan 2017). 
Several studies of international and export marketing adaptation or standardisation studies 
regard organisational factors along with marketing adaptation or standardisation strategy, as 
direct drivers of performance outcomes. Cavusgil & Zou (1994) consider the impact of firm 
characteristic and strategic aspects, namely international experience and commitment and find 
that both drive export performance positively. In a subsequent conceptual global marketing 
study, the same authors treat program and product standardisation as part of a firm’s global 
strategy and propose a number of additional internal strategic aspects that are linked to global 
financial and strategic performance, such as managerial and market orientation, commitment, 
global market participation, move integration and activity coordination and concentration (Zou 
& Cavusgil, 1996). Brouthers and Nakos (2005) examine firm and export strategy aspects as 
drivers of export product adaptation performance of small and medium enterprises. Firm 
experience and international experience are found to be firm characteristics related to export 
performance, positively and negatively respectively. The role of employee and managerial 
characteristics such as employee age and background along with firm size, is not found to have 
a significant effect on export performance. Export strategy appears to be extremely important 
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in affecting the export outcomes along with export product adaptation. While exporting in 
many countries showcases a negative impact (export scope), a high dependence on exports 
along with a systematic approach in selecting international markets, demonstrates a positive 
outcome in export performance. 
The first stream of this approach considers fit as matching (Venkatraman, 1989). During the 
last decade, research incorporated the concept of fit with the aim to understand and explain the 
simultaneous effect of strategy adaptation or standardisation and firm organisational 
characteristics into shaping international and export performance. In this context, Hultman et 
al. (2009) set the ground on the consideration of internal factors by investigating the co-synergy 
of the firms’ export commitment, scope, and duration with export product adaptation and they 
find that matching the strategy with long export ventures positively impacts export 
performance outcomes.  
Recent works start considering the role of organisational factors as moderators of the 
marketing strategy adaptation or standardisation and performance. Schmidt and Kotulla (2011) 
highlighted the negative influence of managerial errors and the positive effect of superior 
strategy implementation. Other studies make a clearer adoption of the concept of fit as 
moderation as indicated by Venkatraman (1989). Schilke et al (2009) explore several 
moderating effects of the relationship between marketing standardisation and firm 
performance. The strategic aspects of cost leadership strategy, coordination of activities and 
global market participation are linked to performance positively, whereas no moderating effect 
is proved for the differentiation strategy, the business to business or to consumers focus and 
the firm’s size.  Finally, Tantong et al. (2010) explore the role of market orientation on export 
performance and find a positive moderating role in the link of marketing mix adaptation and 
export performance, whereas Oliveira (2015), does not find support for the moderating role of 
export market orientation.  
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2.4.2.1 Research Gap 3a: Consideration of the Moderating Effect of Organisational Factors 
Considering the premises of the contingency theory paradigm, the resource-based view of 
the firm and the internal aspects that appear to be related to international marketing strategy 
and performance, this study seeks to understand their role into affecting the export product 
adaptation-customer value creation relationship. Given the background, this study will attempt 
to identify the moderating effect of aspects relating to product, strategic and firm 
characteristics.  
 
2.4.3 The Role of the External Environment in Affecting International Marketing 
Strategy and Performance Outcomes 
The extant international and export marketing literatures initially approach the role of the 
external environment as a determinant of marketing adaptation or standardisation or as a direct 
antecedent of performance (Chen et al., 2016). Succeeding research further investigates the 
synergistic or moderating effect of the external environment on the strategy-performance 
relationship (e.g. Katsikeas et al., 2006; Zeriti et al., 2014).  
Marketing strategy adaptation / standardisation studies are predominantly concerned with 
the degree of heterogeneity between several aspects of the firm’s external environment and 
those in the home market (Ryans et al., 2003). Greater heterogeneity of environmental aspects, 
regarding the political, environmental, socio-cultural and economic landscape, is generally 
associated with driving greater levels of marketing strategy adaptation, whereas greater 
similarities are thought to shape the way for a more standardised marketing approach across 
the foreign markets (Levitt, 1983; Jain, 1989; Theodosiou & Leonidou, 2002).  In addition, the 
importance of consumer requirements and characteristics, along with the competitive and the 
technology situation, in influencing adaptation or standardisation is emphasized (Akaah, 1991; 
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Quester & Conduit, 1996; Zou & Cavusgil, 1996). In this context, differences among consumer 
perceptions, familiarity with a product, culture and language are empirically linked with higher 
levels of general marketing and product-specific adaptation (Cavusgil et al., 1993; Kustin, 
2004; Rao-Nicholson & Khan, 2017). At the same time, heterogeneity of, or distance between, 
laws and regulations, political situation, economic and development levels are also linked with 
higher levels of adaptation (Cavusgil et al., 1993; Rao-Nicholson & Khan, 2017), although the 
significance of their effect are not always empirically proved (Evans & Bridson, 2005). An 
impact on higher levels of adaptation is also attributed to enhanced levels of market 
competitiveness (Cavusgil et al., 1993; Cavusgil & Zou, 1994).  
Part of the recent research on marketing adaptation / standardisation builds on the theoretical 
premises of fit as matching in order to understand the synergy of the external environment with 
the strategy into guiding successful business outcomes. Katsikeas et al. (2006) confirm the 
positive role of the match of international marketing standardisation with the similarity 
between a firm’s regulatory and technological environment, competition, customer culture and 
characteristics in jointly influencing performance. More recently, in their study of the role of 
environmental conditions in supporting the sustainability of export marketing strategy 
adaptation, Zeriti et al. (2014) confirm the importance of homogeneity of economic and 
technological conditions, intensity of competition, and market wellbeing in terms of increasing 
export performance. Papers that focus on product adaptation or standardisation identify a 
positive influence of the heterogeneity of micro–environmental conditions, such as market 
characteristics, competitiveness and marketing infrastructure, and macro-environmental 
aspects, such as social, cultural and technological as well as demand, on the levels of product 
adaptation across different countries and its success (Hultman et al., 2009; Schmidt & Kotulla, 
2011).  
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There is a scarcity of empirical evidence on how the external environment interacts with the 
realised marketing adaptation or standardisation and the consequent effect of this interaction 
on performance. The level of country development (Aulakh et al., 2000), the similarity of the 
products relative to competition (Schilke et al. 2009), and the level of technological uncertainty 
(Li, 2000) appear to be the only few aspects studied as moderators of the marketing adaptation 
– performance relationship. Oliveira’s (2015) thesis does not find empirical support for the 
moderating effect of environmental heterogeneity on the link between export marketing 
adaptation quantity and export profit performance. Yet, literature reviews on the predictors of 
export performance highlight the significance of incorporating the moderating role of the 
environment in order to get a more thorough picture of the ongoing interactions between the 
firm and its environment (Chen et al., 2006; Schilke et al., 2009; Sousa et al., 2008). In this 
context, it is worth noting that the export specific literature indicates the role of market and 
technological uncertainty, otherwise stated as turbulence (Cadogan et al., 2005; Cadogan et al., 
2009), and market dynamism (Boso et al., 2012; Cadogan et al., 2005), in moderating firm 
resources and strategic behaviour and performance. There exists a clearly expressed call for 
further exploring the role of environmental dynamism and uncertainty and their mitigating 
impact on the final export performance outcomes (Chen et al., 2016).  
 
2.4.3.1 Research Gap 3b: Consideration of The Moderating Role of the External 
Environment 
Drawing on the contingency theory, and the importance of the heterogeneity, the dynamism 
and the uncertainty of firms’ export markets, this study embarks to explore the moderating role 
of the external conditions in the export product adaptation – customer value creation 
relationship.  
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2.5 Chapter Summary  
This chapter has provided a detailed overview of the international marketing strategy 
literature. Following the classification of the extant research, first were presented the findings 
regarding the outcomes of adaptation (or standardisation) of the international marketing 
strategy on performance, which, still, remain inconclusive. It has been identified that customer-
related outcomes are under-explored within the export marketing strategy literature. The effect 
of product adaptation on export customer value creation specifically, is still utterly uncharted, 
in general as well as specifically within the export context. Second, a meticulous observation 
of how product adaptation is conceptualised so far, has revealed multiple literature indications 
about the existence of multiple adaptation aspects that need to be captured separately with 
regards to how they affect export performance. Quantity, intensity, and novelty of adaptation 
have been traced as the different dimensions pertaining to product adaptation. 
The remaining review of the literature has drawn into the research-based view of the firm 
and the contingency theory, the theoretical perspectives which serve as the basis into 
explaining the role of the factors upon which marketing strategy adaptation or standardisation 
is the optimal choice. Both organisational and external factors have been reviewed, with 
regards to how they have been attributed to influence the strategy and its performance 
implications. It has been detected, that the moderating role of these aspects has not been 
empirically tested. The factors mostly related to export product adaptation have been identified 
and will be taken into consideration during addressing this study’s main quest, namely to trace 
the effect of the multi-dimensional export product adaptation on customer value creation.  
To summarise, the literature gaps that have been identified are as follows: 
Research Gap 1: The Unexplored Impact of Product Adaptation on Export Customer Value 
Creation  
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Research Gap 2: The Need for Re-Conceptualisation of Export Product Adaptation: Evidence 
for the existence of multiple dimensions 
Research Gap 3: 
a) Consideration of The Moderating Effect of Organisational Factors 
b) Consideration of The Moderating Role of the External Environment 
The chapter that follows will present the conceptual framework which will serve as the basis 
to empirically test specific hypotheses that tackle the issues that emerged as gaps that call for 
further investigation. The dimensionality of export product adaptation will be unwrapped and 
the role of each dimension within the conceptual framework will be specified. The way in 
which the dimensions of export product adaptation influence export customer value creation 
will be demonstrated, and moderating aspects will be taken into consideration, altogether 
forming the hypotheses that comprise the conceptual model of this study. 
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CHAPTER 3  
CONCEPTUAL FRAMEWORK AND HYPOTHESES 
DEVELOPMENT 
 
3.1 Introduction 
The introductory chapter of this thesis has raised the study’s research questions and the 
review of the pertinent literature has highlighted the knowledge gaps in international marketing 
research with regards to export product adaptation aspects. First, as it has been identified, the 
international marketing strategy literature reveals the impact of adaptation on financial and 
market performance outcomes but leaves customer performance comparatively unexplored. 
Marketing strategy adaptation is conceptually linked to customer value (Birnik & Bowman, 
2007). Specifically, the exploration of customer value creation, a performance aspect 
inherently tied with the concept of marketing itself (Slater & Narver, 1994), appears to be so 
far neglected.  
Second, in addition to capturing the effect of export product adaptation on creating customer 
value, this study aims to address the increasing call for reconceptualising product adaptation 
strategy and studying it as a multifaceted phenomenon (Poulis & Poulis, 2013; Theodosiou & 
Leonidou, 2003). Three dimensions of export product adaptation are identified, namely 
quantity, intensity and novelty of product adaptation. Based on an attribute-based view of value 
and the means end theory (Gutman, 1982), their differential impact on generating customer 
value is explored. Finally, in accordance to the remarks for accounting for the situational 
impact of organisational and external environment factors (Chen et al, 2016), the present thesis 
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considers the effects of a variety of internal and external to the firm aspects on moderating the 
relationship between product adaptation quantity and customer value creation.  
Building on the premises of the contingency theory and the RBV of the firm, this chapter 
focuses on addressing the identified gaps by building hypotheses about the impact of export 
product adaptation on creating customer value, under the influence of several boundary 
conditions. The following parts of this chapter cover the presentation of the conceptual 
framework underpinning the hypothesised proposition. First, the focus is placed on the multi-
faceted phenomenon of export product adaptation, comprised by quantity, intensity and 
novelty. Quantity acts as the main hypothesised effect, and intensity and novelty of export 
product adaptation moderate the relationship of the quantity with customer value creation. 
Following are presented the propositions regarding the moderating effects of several 
organisational factors, namely export product variety, export scope and firm size. Eventually 
come the set of hypotheses about the moderating role of the external environment aspects of 
heterogeneity, dynamism, and uncertainty. 
 
3.2 The Effect of Export Product Adaptation on Customer Value Creation: 
A three-faceted approach 
As presented in the previous chapter (section 2.5.1), the international marketing strategy 
literature suggests that adaptation is not a unidimensional concept, despite the fact that it is 
treated as such and is typically captured on a continuum: of adaptation at one end and 
standardisation at the other (e.g. Cavusgil et al., 1993, Hultman et al., 2009). Product adaptation 
is closely tied with firms’ innovation activities, to the extent that product innovativeness 
represents the extent of newness between the previous and the new products (Garcia & 
Calantone, 2002). As a result, this study draws in both the innovation and the adaptation 
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literatures in order to shed light to the various facets of product adaptation. A meticulous 
examination of seminal works within the two aforementioned fields points to the existence of 
multiple adaptation dimensions. 
The first facet of export product adaptation has its root in the early work of Ward (1973), 
where lies the indication that “most products are adapted in some manner”. Ward’s description 
of product adaptation activities underscores the idea that firms can adapt different numbers of 
products: they can adapt a few or many of their products for the needs of their foreign markets, 
therefore undertake low or high quantity of product adaptation. Quantity, then, represents the 
total amount of adaptation the firm performs across its portfolio of export products (i.e. by 
creating different product versions for its various export markets). As an illustration, consider 
two firms (Firm A and Firm B). Firm A sells six products in its domestic market and adapts 
each product for export purposes by creating only two versions for each product. Firm B also 
sells six products but creates ten different versions for each product exported. In this example, 
firm B is engaging in a higher quantity of product adaptation compared to firm A. The total 
amount of adaptation undertaken by the firm resembles the amount of product innovation 
which is inherent in product innovativeness and enables firms to launch new products that 
address export market needs (Boso et al., 2013). Subsequent research further highlights the 
quantity of adapted products that international and export managers need to handle, which 
comprises various different product versions, varies and affects costs and coordination 
demands (Oliveira, 2015; Steenkamp, 2014).  
The second product adaptation aspect identified in this study is intensity, reflecting Ward’s 
(1973) view that, regardless of the number of the products that the firms adapt (i.e. the quantity 
of product adaptation), the extent of the modifications performed on the products can also 
fluctuate. This aspect is represented in the adaptation literature, in which product adaptation is 
measured on a continuum of adaptation, considering the product’s various features (e.g. 
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Hultman et al., 2009). If an exporter’s tendency towards product adaptation across all (or most 
of) the products adapted involves changing just a few of a products’ features, one might view 
this as the firm pursuing low adaptation intensity. Conversely, modifying many of the products’ 
features would be considered as carrying-out high adaptation intensity. Returning to the 
example illustrated above, Firm A, changes many of the product features adapted for export 
purposes, therefore, undertakes high intensity of product adaptation. Meanwhile, Firm B, only 
slightly adjusts its products and keeps the export product adaptation intensity levels low.   
In addition to these two dimensions, an incorporation of the innovation and new product 
development literature points to the existence of a third product adaptation aspect, the novelty 
of product adaptation. Innovativeness constitutes an important tool for addressing and 
satisfying customers’ needs and wants (Boso et al., 2013). Innovative behaviour can involve 
established technology, methods or outputs or can incorporate novel product or process 
innovation methods (Chryssochoidis & Wong, 1996; Szymanski et al., 2007). In this context, 
an exporter’s product adaptation activities may entail customary and familiar alterations to the 
products adapted (i.e. involve low levels of adaptation novelty), or alternatively, comprise 
changes that are radical or cutting-edge (i.e. involve high levels of adaptation novelty). 
Figure 3.1 illustrates the coexistence of the three dimensions of export product adaptation. 
Different cubes represent different combinations of the quantity, intensity and novelty of export 
product adaptation. For example, cube A represents a combination of low levels of all product 
adaptation aspects, which would be translated in overall low levels of export product 
adaptation. Cube B illustrates a case where quantity and novelty of product adaptation are low, 
but the intensity of product adaptation performed is at high levels, whereas cubes C and D 
illustrate cases where intensity is high, but quantity is low and novelty of product adaptation is 
either high or low, respectively. In these cases, the overall extent of export product adaptation 
would take intermediate values, despite the fact that the strategic composition of the adaptation 
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aspects is different. Similarly, cubes E, F, G, H, all represent high levels of quantity of export 
product adaptation but different combinations of low or high intensity and novelty of export 
product adaptation.  
Figure 3.1 A Three-faceted Approach of Export Product Adaptation 
 
 
3.3 Overview of the Conceptual Model 
The conceptual framework presented in Figure 3.2 illustrates the model that underpins the 
present study and presents the hypotheses developed for the multi-faceted approach of the 
effect of export product adaptation on creating customer value. 
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Figure 3.2 Conceptual Framework of Firm- Level Product Adaptation 
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Quantity of adaptation represents the major, across the products, adaptation aspect. Intensity 
and novelty are treated as “properties of quantity”: a firm can adapt its products by creating 
many or few versions, but whatever the quantity of adaptation the firm engages in, one can 
also rate the adaptations that it does do as having some average level of intensity and some 
average level of novelty.  More detailed reference to how each dimension is expected to 
influence customer value creation will be provided in the dimension-specific dedicated 
hypotheses sections that follow.  
Therefore, as shown in Figure 3.2 export product adaptation quantity holds the main effect 
position, directly affecting customer value creation. Intensity and novelty of the product 
adjustments made are expected to affect the impact of export product adaptation quantity on 
customer value creation, and as such they are modelled as moderating factors. 
Based on the resource-based view of the firm and the contingency approach, the quest of 
this study is to further identify the pertinent internal and external factors that affect the 
relationship of quantity of export product adaptation with customer value creation. According 
to the premises of the existing literature, this study builds on the factors that have been found 
to affect the impact of adaptation on export performance in order to form hypotheses for how 
their presence impacts the export product adaptation strategy – export customer value creation 
relationship.  
 
3.3.1 The Effect of Quantity of Product Adaptation on Customer Value Creation 
The first aspect of product adaptation is product adaptation quantity. Quantity represents 
the total amount of adaptation the firm performs across its entire portfolio of export products 
(i.e. by creating different product versions for its various export markets).  Firms can adapt a 
lot of their products (Ward, 1973), which would translate to an increased adaptation quantity, 
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or vice versa. For example, a bed linen company selling sheets and pillows in various different 
destination countries, such as Japan, U.S.A., Brazil and India, can create on average thirty-five 
different versions of its products for export purposes (Figure 3.3). Alternatively, it can create 
just six different versions, following a more conservative adaptation path with fewer quantity 
of product adaptation (Figure 3.4). On the opposite extreme, the company can approach its 
destination markets with uniform, standardised products, therefore perform no adaptation 
whatsoever (Figure 3.5).  
Figure 3.3. High Quantity of Export Product Adaptation 
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Figure 3.4 Low Quantity of Export Product Adaptation 
 
Figure 3.5 No Adaptation (Standardised Approach) 
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Recent literature points to quantity of adaptation as a decision that managers must take. For 
instance, Steenkamp (2014) describes that for global firms and brands there exists a potential 
managerial preference to handling fewer product versions across markets, which implies 
decreased product adaptation quantity. Nevertheless, the benefits of operational efficiency and 
economies of scale that have frequently been linked to adopting more standardized approaches 
(Birnik & Bowman, 2007; Cavusgil et al., 1993) have to be weighed against the ability that 
product adaptation offers to reach different customers and satisfy the enduring customer 
discrepancies across countries (Viswanathan & Dickson, 2007, Cleveland & Bartsch, 2018). 
In this context, adapted products enable firms to target different customers and offer to them 
customised and quality products (Birnik & Bowman, 2007). On the other hand, processes such 
as new product development or product adaptation for export markets require intense 
deployment of resources (Calantone et al., 2006; Cooper & Edgett, 2003), therefore, the 
determination of product adaptation quantity for achieving firms’ specific goals and realizing 
benefits such as creating customer value, is critical.  
As companies export and operate in different countries, they are challenged to reach 
different customers. A customer base spread in different countries, where different cultural 
settings as well as institutional advancement levels exist, means that a company shall consider 
the customer specific desiderata in order to satisfy them (Cavusgil, et al., 1993). Different 
customers translate into distinct needs, wants and lifestyle (Tantong et al., 2010) and a uniform 
product cannot fulfil what all customers’ desire. Product adaptation for different export markets 
can help increase the benefits that customers receive when buying it. Since customers across 
markets differ in terms of their socio-cultural background and want different things, they 
perceive value differently. Consequently, firms’ products shall be adapted in the attempt to 
fulfil the benefits sought by customers (Hultman, et al., 2009). Adapting more to meet local 
requirements, by creating a high number of product versions for the export markets, would 
translate to an increased export product adaptation quantity (Oliveira, 2015). On the other hand, 
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a low number of product versions created via adaptation of the existing product would have 
indicated a lower quantity of product adaptation and a more standardised approach. More 
products adapted and a variety of product versions created would, therefore, translate in more 
customer expectations being met (Narver & Slater, 1994).  
The conclusion drawn is that the more adaptation a company performs, by creating more 
versions for its export markets, the more different customers’ needs and wants it can satisfy. 
Drawing on the product proliferation literature, export product adaptation quantity amounts to 
some sort of within-niche proliferation, where firms create several different product variants 
to satisfy different tastes within the niche (Barroso et al., 2013). The niche, in this case, would 
be the sum of all the country-markets where a product and its adapted versions is sold. Since 
the different product variants / adapted export product versions (which, in sum, equate to the 
quantity of export product adaptation) are made for different export markets, the frequently 
reported negative outcomes of product proliferation, such as customer confusion and product 
cannibalisation (Garud & Kumaraswamy, 1993; Hui, 2004), are not expected to influence the 
adapting exporter's ability to create value. This is consistent with the notion that more product 
variations enable the creation of offerings which provide the opportunity to address customer 
preferences (Sloot et al., 2006), create customer value and subsequently experience higher 
customer demand (Xia & Rajagopalan, 2009). Therefore, the following hypothesis is put 
forward: 
Hypothesis 1: There is a positive relationship between firm-level export product adaptation 
quantity and firm-level customer value creation.  
3.3.2 The Moderating Effect of Intensity of Export Product Adaptation 
Further to deciding the number of products that firms will adapt, adaptation strategy needs 
to address the intensity of the modifications that will take place within each product. The 
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second product adaptation dimension, therefore, is intensity, reflecting Ward’s (1973) view 
that adaptations can be minor or major. Typically viewed on a continuum in the adaptation 
literature (e.g. Hultman et al., 2009), adaptation intensity can range from low (reflecting a 
firm’s tendency to modify only a few of their exported products’ features), through to high 
(reflecting a tendency to adapt many of the features of exported products). Companies can 
perform minor modifications (adjust just a few product features), or they can drastically adjust 
their product (adapt many of the product features) to satisfy different export markets (Ward, 
1973). The intensity of the adaptation can, therefore, be perceived as the extent of modification 
that is taking place for firms’ products on average, across all the products that a firm adapts for 
export purposes. For instance, in the bed linen company example utilised in the previous 
hypothesis development, a low intensity of adaptation could represent colour shade 
modifications, while more substantial modifications could also include changes in the fabric 
composition, the dimensions available and the packaging all-together. 
Adaptation literature addresses the intensity facet of adaptation by capturing the extent of 
adaptation of specific product characteristics (e.g., Hultman et al., 2009). In a more generalised 
conceptualisation, intensity is incorporated into the overall extent of marketing or product 
adaptation (e.g. Powers & Loyka, 2010); a conceptualisation that captures the effect of 
adaptation alongside its other dimensions, such as quantity. Drawing into the innovation and 
product development literature, product adaptation appears to hold a degree of similarity to 
product innovativeness as it also captures the discrepancy between previous and new product 
versions (Szymanski et al., 2007). Similar to incremental or major product enhancements for 
new product development, product adaptations can be of low or high intensity resulting in 
either similar (with only a few features adapted) or substantially different product offerings 
(with many features adapted).  
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Adaptation of a product to meet export market needs can involve the adjustment of several 
product characteristics, such as colour, material, design, labelling, branding, quality, 
packaging, features, support and so on (Hultman et al., 2009; Kotler et al., 2002). Such 
characteristics address the utilitarian / functional perspective of explaining value received by 
products and consumer choice (Sweeney & Soutar, 2001). Modification of these product 
elements can address one, some or all levels of customer value hierarchy, namely the core, the 
basic, the expected, the augmented and the potential product (Kotler & Keller, 2006). Using 
again the bed linen example, sheets and towels would tackle the core and basic product 
elements. If, for instance, the firm is additionally providing storage bags and washing cases, 
that would provide extra value by addressing the augmented product level of the customer 
value hierarchy. In any case, the more levels reached, the more value is provided to the 
customers. The different types of product levels that can be tackled in order for value to be 
provided can be associated with the type of attributes that are being modified. Product 
adaptation is realised by changing both intrinsic attributes that relate to a product’s physical 
substance, and extrinsic attributes i.e., those outside of the tangible product attributes 
(Zeithaml, 1988). At the firm level, intensity of the adaptation will be an accumulation of the 
extent of all the “within a product’s features modifications” that are taking place across all 
products.  
Researchers typically link adaptation of product offerings to increases in customer value. 
For instance, Calantone et al. (2006) define adaptation as a “firm’s consistent and planned 
activities to meet local consumers’ preferences and values”; Möller (2006) suggests that 
“customer effectiveness may be improved through product customisation, by offering total 
solutions, or by introducing new product features.”; while Birnik and Bowman’s (2007) review 
of the international marketing standardisation literature, demonstrates the hidden mediation 
effect of value in influencing several strategy related performance outcomes. Yet, to the 
author’s best knowledge, the exact empirical link between international marketing strategy and 
 Chapter 3: Conceptual Framework and Hypotheses Development 
 108 
value, of any kind, remains unknown.  Adapting products to better satisfy differing needs and 
wants is of great importance (Ward, 1973; Tantong et al., 2010) since it increases the customer 
benefits offered through a product (Jobber & Chadwick, 2013), Adjustments in the product 
design, quality or branding, intended to target customers in different export markets, embody 
such benefits (Ward, 1973). 
Extant theoretical knowledge about how value is provided, can serve as the basis of 
understanding the exact way product features are related to customer value and subsequently 
how product feature adaptation is expected to affect customer value creation. The means-end 
theoretical paradigm (Gutman, 1982) posits that several product related features act as means 
to an end, which is no different than meeting the specific customer benefits sought. When 
benefits surpass unsought consequences, the value equation is positive. Product attributes that 
are adapted in order to address customer specific preferences and requirements constitute 
customer benefits offered that enable creating customer value. The attribute-based view of 
customer value defends that firms that focus on the product attributes that customers are 
seeking for can create value by boosting the positive sign of the quality-price trade-off (Leroi-
Werelds et al., 2014). Both intrinsic and extrinsic product attributes, along with their associated 
higher-level abstractions and how they result in perceptions of product quality, add customer 
value to a product offering (Zeithaml, 1988).  
Insofar as such product attributes are modified for the various export markets, they enable 
providing offerings that represent sources of value for the customers and, therefore, contribute 
to customer value creation (Leroi-Werelds, et al., 2014). In contrast, keeping the product 
standardised despite the existence of local discrepancies may reduce how customers value the 
product, leading to decreased perceived use value (PUV) and hindering firms’ effort to create 
value (Birnik & Bowman, 2007). Since customer value is widely described as the difference 
between the benefits and the costs associated with an offering (Möller, 2006), product 
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adaptation intensity is expected to have a positive effect on enabling firms to create export 
customer value (Smith & Colgate, 2007; Zou & Cavusgil, 2004). The more intense a product 
adaptation is, the more the company is able to offer personalised and value-adding attributes 
to its products. Since quantity of adaptation holds the vast amount of resources required for the 
overall adaptation realised by the firm, intensity will have an effect on customer value creation 
by boosting the benefits brought by quantity and moderating quantity’s main effect on the 
firm’s competency to create customer value. Consequently, it is argued that the ability of firms 
to create customer value for their export markets is greater when the product adaptation 
performed involves a high extent of modification, i.e. high intensity of product adaptation. 
Hypothesis 2: The greater the export product adaptation intensity, the stronger the positive 
relationship between quantity of export product adaptation and customer value creation. 
 
3.3.3 The Moderating Effects of Novelty of Export Product Adaptation  
Novelty constitutes the third product adaptation related aspect. Novelty refers to how 
innovative the adaptation of the product feature(s) for the export markets is (Boso et al., 2012). 
Rooted in the product innovation literature, novel product innovations are deemed critical for 
satisfying export customers’ needs and value creation (Boso et al., 2013). Product adaptation 
can, therefore, be cutting-edge when novelty is high, or result in a quite familiar offering as an 
outcome of low novelty adaptation.  Revisiting the bed linen company example, a highly novel 
adaptation could be expressed in the use of recycled fibres and sustainable textiles for sheets 
and pillows. A change in the colours and the labelling, in contrast, would require little, if any, 
novelty. 
The concept of product adaptation for a firm’s export market is closely tied to product 
innovativeness, insofar as innovativeness “reflects a firm's tendency to engage in and support 
new ideas, novelty, experimentation, and creative processes that may result in new products, 
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services, or technological processes” (Lumpkin & Dess, 1996). Firms’ innovations can either 
bring newness to the firm’s product development methods, or at the market level, result in the 
launch of new-to-the-market products (Danneels & Kleinschmidt 2001; Szymanski et al., 
2007). For the purposes of this study, the extent of the novelty of the product adaptation can 
refer either to the level of newness to the market, the so-called product-market innovation 
(Lumpkin & Dess, 1996), or the innovation of the process involved (Maine et al., 2012).  
The innovativeness of firms is widely associated with performance outcomes in the export 
marketing literature (e.g., Cassiman & Golovko, 2011; Kleinschmidt & Cooper, 1991). 
However, although firm innovativeness, as an attitude, is positively associated with export 
performance (Augusto & Coelho, 2009), behavioural innovativeness is found to have a 
negative impact on export profitability (Hundler et al. 1996). This can potentially be due to the 
inherent complexity of the procedures required in order to provide product-market innovative 
offerings (Szymanski, et al., 2007). This complication requires that a high quantity of resources 
is employed and committed for the purposes of the new product versions created, in other 
words for the products adapted for the export markets (Verona, 1999).  
In the examination of innovativeness, several types of export performance outcomes are 
studied such as sales, profits, growth, new product success and firm value (e.g. Boso et al., 
2013; Rubera et al., 2012; Szymanski et al., 2007). Despite the fact that the link between 
innovativeness and customer value appears unexplored, customer value-related literature 
makes a clear reference to the link between firms’ innovative behaviours and customer value 
creation. For instance, Möller (2006) distinguishes between three types of value that can be 
created, namely the core, the incremental and the future-oriented value. While the first two 
types can be associated with producing value via procedures such as simply adapting product 
offerings (quantity of adaptation), more or less (intensity of adaptation), the third type of value 
is associated with product innovation and radicalness. The complexity incorporated into 
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coordinating the value system involved (i.e. the resources and the actors) into realizing such a 
level of value strategy, is explicitly addressed and emphasized in Möller’s (2006) work.  
When it comes to innovation, it is argued that, for successful and effective outcomes, firms 
either focus on voluminous or on novel innovations, since unfocussed resource allocation is 
regarded as a negative force towards the success of the innovation strategy (Szymanski et al., 
2007). Similarly, it is suggested that value driven by innovation, such as future-oriented 
relational value (Möller, 2006), cannot be implemented successfully unless a substantial level 
of resources is allocated to this end, in expense to other firm’s activities. Möller (2006), thus, 
implies that novelty of export product adaptation will exert a negative influence on creating 
customer value, for a firm that also focuses on a strategy of high product adaptation quantity 
for its export markets. Therefore, higher levels of novelty of product adaptation are expected 
to hinder the ability of quantity to create customer value, by utilising resources that are essential 
for adapting in the sufficient quantity to increase customer value.  
Hypothesis 3: The greater the export product adaptation novelty, the weaker the positive 
relationship between quantity of export product adaptation and customer value creation. 
 
3.3.4 Organisational Factors Influencing the Relationship between Export 
Product Adaptation Quantity and Export Performance 
Consistent with contingency theory (e.g., Ginsberg & Venkatraman, 1985), the outcomes 
of product adaptation strategy are expected to depend upon various dimensions, further to the 
facets of adaptation itself. As reported earlier in this chapter, such organisational aspects can 
be related to managerial, product and export related strategic issues, firm characteristics, and 
so on, all of which have been related to strategy performance outcomes (e.g., Cadogan et al., 
2009; Cavusgil et al., 1993; Hultman et al., 2009; Lumpkin & Dess, 1996; Quester & Conduit, 
1996; Tantong et al., 2010; Theodosiou & Leonidou, 2013). As a result, this study accounts for 
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the effect that the number of export products (export product variety), the export scope and the 
firm size, have on the export product adaptation quantity – customer value creation 
relationship.  
 
3.3.4.1 Export Product Variety 
Since some firms offer more than one product in their foreign markets (Hollensen, 2017; 
Steenkamp, 2014), it remains key to examine the impact that the number of export products 
will have on the relationship between export product adaptation quantity and customer value 
creation. Export product variety is defined as the number of different products that a firm offers 
in its export markets (Scavarda et al., 2010). Similarly, the number of export products can be 
paralleled with the product mix length, comprised by the sum of all the items that each product 
line includes (Kotler & Keller, 2006). For example, if a company offers office-related products, 
from personal computers to stationery and furniture, each line will comprise different 
variations of personal computers, folders, pens, chairs, desks, etc. All the different personal 
computers and chairs and desks, and so on, will constitute the product variety or the product 
length. Subsequently, the number of products imbedded in the product mix length, which are 
destined for export markets, constitute the export product variety. Both export product strategic 
aspects, namely export product adaptation and export product variety, have been linked to firm 
performance outcomes (e.g., Hultman et al., 2009; Berry & Cooper, 1999). However, in order 
to be successful, strategies require the deployment of a substantial amount of firm resources 
and capabilities (Barney, 1991; Galbreath, 2005). Therefore, it remains imperative to 
understand their interaction and the consequent impact of export product adaptation quantity 
on customer value creation under differing levels product variety. 
Both international marketing and operational management literatures offer valuable insights 
on the effects that export product variety can exert on the strategy-related outcomes. 
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Operational management research clearly refers to the opposing effects that a wide product 
variety wields, which signifies a trade-off between advantages and disadvantages associated 
with the number of products offered (Chen et al., 2014). Scavarda et al. (2010) offer a thorough 
overview of both positive and negative points related to the issue; on one hand, offering a wide 
range of different products can satisfy market demand and different customer needs and wants 
and thus offer more value, increase firm market share, hinder competitors’ entry and positively 
influence profitability, but on the other, a high number of products (wide export product 
variety) is associated with increased product development, manufacturing, logistics and 
inventory costs. Berry and Cooper (1999), highlight the need to align product variety with the 
marketing strategy followed in order to achieve competitive advantage and positive 
performance outcomes. What is more, high levels of product variety cannot guarantee greater 
demand and high sales per product (Quelch & Kenny, 1994). Additionally, product variety is 
often associated with low volumes (Hayes & Wheelwright, 1979). Collectively, this implies 
that a high number of export products can potentially hinder the creation of economies of scale 
and weaken the effects on profitability (Scavarda et al., 2010).  
The complexity and costs incurred by offering high levels of export product variety can be 
considered in conjunction with the simultaneous presence of export product adaptation efforts. 
Part of the literature that recounts the merits of global brands and standardisation designates 
that a high number of products is associated with managerial complexity, increased 
coordination demands and promotion costs, which in turn negatively influence the impact of 
strategy in the value creating process (Steenkamp, 2014). As described earlier in this chapter, 
product adaptation facets, and mostly the quantity of export product adaptation, are also 
associated with satisfying a wider customer base (Leroi-Werelds, et al., 2014; Ward, 1973), 
but are inherently tied with increased operational and new product development costs 
(Langerak et al, 2010; Steenkamp, 2014). In order to reconcile these demands a firm needs to 
possess and pool the same type of resources needed for offering a wide variety of products, 
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which means that product adaptation competes with product variety in resource consumption 
(Chen et al., 2014). Since firm resources and firms’ ability to employ them are limited 
(Andersén, 2011), the firm cannot simultaneously be effective in both offering a high quantity 
of product adaptation and a wide product variety. As a result, for high levels of product 
adaptation quantity for export markets, offering a lot of export products will disorient the focus 
of the firm and negatively influence the effort to create customer value.  
Hypothesis 4: The greater the export product variety, the weaker the relationship between 
quantity of export product adaptation and customer value creation.  
 
3.3.4.2 Export Scope 
Determining how wide or narrow the export scope will be is critical for determining a firm’s 
international activity. Export scope can be defined as the number of countries firms export to 
(Hultman et al., 2011) and expresses the extent of spread of firm activities across foreign 
country borders (Chen & Hu, 2010). The literature often treats scope as part of a 
multidimensional representation of international experience, degree of internationalisation and 
export diversification (e.g., Cadogan et al., 2009; Kuivalainen et al. 2007; Boehe et al., 2016). 
As such, export scope is linked with affecting firm performance (Boehe, et al., 2016; Cerrato 
& Piva, 2015; Schmidt & Kotula, 2011).  
The association of export scope with adaptation strategy rests on the need to address the 
requirements that emerge due to the presence and activity in heterogeneous environments. A 
wide export scope, i.e. exporting in various foreign countries, signifies an increased need to 
adapt the marketing mix elements to adjust to the different cultural, economic, and 
administrative needs (Cadogan et al., 2009; Calantone et al, 2006; Zaiem & Zghidi, 2011). Yet, 
increased adaptation can diminish economies of scale (Boehe et al. 2016) due to the high 
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complexity involved (Cadogan et al., 2009). This complexity is formed by the differences in 
the environment, such as different culture, trade laws, product regulations, and language 
barriers. 
Additionally, the costs involved in adapting for a high number of export countries are 
strikingly high. As firms spread their activities across a high number of countries coordination 
demands, logistical, distribution and transaction costs, also increase (Boehe et al., 2016). For 
this reason, it is suggested that wide export scope better fits a standardised approach, rather 
than pursuing adaptation (Hultman et al., 2009). Similarly, a strong global presence is linked 
with standardisation and reaping the benefits of global brand advantage and preference for 
global brands (Steenkamp, 2014). Cadogan et al. (2009), highlight that as firms expand 
internationally, the levels of export market-oriented behaviour needed will be greater, and very 
likely inconceivable, due to the unbalanced costs involved and resource scarcity. Since market-
oriented behaviour enables the creation of customer value, the inability to appropriately 
increase the levels of market-oriented activities will be negatively affected, as the number of 
export countries rises, and adaptation is needed. As a result, wider export scope is expected to 
have a negative effect on the positive impact of export product adaptation quantity on customer 
value created by the firms. 
Hypothesis 5: The wider the export scope, the weaker the positive relationship between 
quantity of product adaptation and customer value creation. 
3.3.4.3 Firm Size 
Firm size is traditionally considered an important firm characteristic for export activity and 
success, in the export marketing literature (Katsikeas et al., 2000; Moen, 1999, Samiee & 
Walters, 1990; Wagner, 2001; Lumpkin & Dess, 1996; Schilke et al., 2009). Size is typically 
measured as the number of firm employees (Schilke et al., 2009), firm sales or firm assets 
(Katsikeas et al., 2000) and is closely associated with managerial and financial resources 
 Chapter 3: Conceptual Framework and Hypotheses Development 
 116 
possessed by the firm (Katsikeas & Morgan, 1994). Increasing size is found to impact 
performance outcomes positively due to the enabling of the formation of economies of scale 
and efficiencies related to transaction costs (Majocchi et al, 2005; Wagner, 2001). In the 
international landscape, a larger firm size is associated with abundancy in slack resources, 
which in turn arms firms with the ability to face the complexity of the international markets 
and overcome liabilities of smallness (Sui & Baum, 2014). As a result, larger firms tend to be 
comparatively stronger in exports compared to smaller competitors, who typically focus on 
providing enhanced product quality and serving niche markets (Bonaccorsi, 1992). Although 
firm size is linked with the propensity to export, examples of large firms not exporting and 
small firms involved successfully in export activities do exist (Wagner, 1995). Katsikeas & 
Morgan (1994) study problems in exports related to firm size and find that bigger firms hold 
differential advantages, whereas smaller ones suffer from issues related to difficulties in 
communications, product adaptation and logistics, i.e., liabilities of smallness. 
There also exists evidence that larger firms possess better organised export departments, 
with advanced anticipatory capabilities and skilled arrangement of export strategic and 
functional planning activities, related to products, promotional activities, R&D, and so forth 
(Samiee & Walters, 1990). This enables economies of scale in marketing, which can be 
associated with providing the ability for greater investments in marketing research and 
subsequently tracking customers’ preferences and demand in a more efficient way. When 
export product adaptation can draw on sufficient resources for export marketing research 
activities, such as those that are enabled due to size, better provision of customer value can be 
achieved. In line with treating firm size as an organisational factor upon which firm outcomes 
are contingent (Lumpkin & Dess, 1996), this study posits that the role of firm size will be to 
positively moderate the export product adaptation quantity – customer value creation 
relationship. 
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Hypothesis 6: The greater the firm size, the stronger the positive relationship between quantity 
of export product adaptation and customer value creation. 
 
3.3.5 The Moderating Role of the External Environment 
External conditions affect business success and, therefore, constitute contingencies that 
cannot be ignored. As firms operate in different foreign countries, they face differing political, 
economic, social and technological situations (Calantone et al., 2006). Consistent with the 
contingency approach, then, this study accounts for the firm’s external environment which can 
influence export marketing strategy and success (Balabanis & Katsikea, 2003). Thus, it is 
argued that strategic fit between the environment and the chosen strategy is critical to 
performance outcomes (Katsikeas et al., 2006). Α rigorous synopsis of the existing research 
identifies three major external environment conditions that form the contingency paradigm and 
influence export performance, namely environmental heterogeneity (e.g., Poulis & Poulis, 
2013; Katsikeas et al., 2006), dynamism (e.g., Boso et al., 2013; Cadogan et al., 2015; 
Spyropoulou, et al., 2017) and uncertainty or unpredictability (e.g., Hoque, 2004; Pennings, 
1975). These external conditions are expected to affect the quantity of export product 
adaptation outcomes, by synergistically creating a strategic congruence or misfit between 
product adaptation quantity and customer value creation. 
3.3.5.1 Heterogeneity of the Environment: Customer and Product Regulations 
Exporting firms are challenged with operating in different environments. On a macro-
economic level, some countries have similar environments, with related institutional contexts 
and cultural closeness. Others are much more heterogeneous, in terms of their regulations 
(Messina, 2006), the customer profiles and the levels of institutional development (Birnik & 
Bowman, 2007). Increased psychic distance, expressed by managerial perceptions about 
differences in market structure, business conditions, culture and language, often provides 
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justification for adaptation practices (Evans & Bridson, 2005). As a result, issues related to 
differences in customer preferences and product regulations are critical to the products offered 
by firms’ in their export countries (Birnik & Bowman, 2007; Ward, 1973). The degree to which 
an export’s country environment is different to the firm’s home market conditions is called 
environmental heterogeneity (Calantone et al., 2006) and is argued to be significantly 
associated with adaptation or standardisation decisions and outcomes (Birnik & Bowman, 
2007; Jain, 1989; Katsikeas, et al., 2006; Levitt, 1983; Ward, 1973; Zeriti, et al., 2014). 
Particularly, product adaptation is presented as a more successful choice of strategy when 
cultural differences between the home and the export markets exist (Akaah, 1991, Hill & Still, 
1984).  
Customer heterogeneity refers to the degree to which customers in different markets have 
different needs and wants. Customers across countries are characterised by their culture, 
customs, language, tastes, needs, quality and price preferences, technological familiarity, 
aesthetics, habits, and so on (Katsikeas et al., 2006; Levitt, 1983). Homogeneous customer 
environments are favourable for more standardised and globalised export approaches (Levitt, 
1983). In contrast, when customers are influenced by intense cultural differences or inherently 
varied ethnic conditions, a different language, and substantial differences in general, the export 
products need to address those substantial discrepancies, by being adjusted to satisfy those 
different customers (Katsikeas et al., 2006). Making a parallelism with product variety, which 
takes place in order to address varying market demands and customer preferences (Scavarda 
et al., 2010), export product version variety (i.e., quantity of export product adaptation) will 
address these discrepancies across different markets. Therefore, since customers across 
countries get value from different quality dimensions, features, aesthetics and other product 
related characteristics (Sweeney & Soutar, 2001; Zeithaml, 1988), a way for firms to create 
value is via adapting their offering. Therefore, quantity is more needed for customer value 
creation when heterogeneity is higher and less needed for customer value creation when 
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heterogeneity is lower. In line with the export marketing literature, this study argues that high 
quantity of adaptation creates customer value under high levels of customer heterogeneity, 
while standardisation will have a weaker effect.  
Hypothesis 7: The greater the export customer heterogeneity, the stronger the relationship 
between quantity of export product adaptation and customer value creation. 
Additionally, firms need to adjust their products to meet local legal requirements and 
product regulations; the higher the diversity of the legal environment and the product related 
laws, the higher the need to adapt product to meet the given demands (Katsikeas et al., 2006; 
Ward, 1973). Product regulation heterogeneity, then, concerns the extent to which product 
regulations differ across different markets (e.g. Katsikeas et al., 2006). Such regulations 
include product specifications, technical standards, testing and labelling requirements (Chen et 
al., 2006), customer protection laws and firm intellectual and tangible property rights laws 
(Katsikeas et al., 2006), and entry barriers (Messina, 2006; Szymanski et al., 1993). These 
factors render product adaptation necessary and a prerequisite to satisfy local needs (Calantone 
et al., 2006; Katsikeas et al., 2006) and create value. Higher product adaptation is, therefore, 
needed to address those heterogeneous product regulation aspects in order to be able to reach 
the customers, provide them with products and their associated benefits and create customer 
value. This study posits that high levels of product adaptation quantity act synergistically with 
high levels of product regulations heterogeneity, and as a result greater levels of customer value 
creation are enabled.  
Hypothesis 8: The greater the export product regulation heterogeneity, the stronger the 
relationship between quantity of export product adaptation and customer value creation. 
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3.3.5.2 Dynamism of the Environment: Customer and Product Regulations 
The degree of environmental dynamism captures the degree of changes in external 
environmental conditions (Cadogan et al., 2005). These changes can vary in intensity and 
speed, signifying a high or low degree of environmental dynamism (March, 2011; 
Spyropoulou, et al., 2017; Pennings, 1975). As an external environment aspect, dynamism 
otherwise referred to as turbulence (Cadogan et al., 2005; Jaworski & Kohli, 1993) has been 
linked with enabling or inhibiting strategy success (Lumpkin & Dess, 1996; Spyropoulou, et 
al., 2017). Among the several aspects of the environment that can be dynamic, customer and 
product regulations are highly associated with product adaptation outcomes.  
Customer dynamism is an important environment related aspect, often considered as part of 
the market dynamism umbrella (Cadogan et al., 2005; Spyropoulou et al., 2017) and it captures 
the speed of change in export customers (e.g. product tastes and preferences). Customer value 
is associated with customer’s preferences, needs and wants and customer dynamism captures 
the change in them which is expected to impact the ability of a firm’s strategy to succeed (Boso 
et al., 2013; Mu, 2015; Spyropoulou, et al., 2017) and create value. An ever-changing customer 
environment adds an extra difficulty for the firms to absorb and disseminate all the incoming 
customer information and knowledge in order to achieve their value creation goals (Blocker et 
al. 2011; Berghman et al., 2006; Cadogan et al., 2005). Meanwhile, product adaptation pools a 
considerable amount of resources and capabilities (Calantone et al., 2006). Nevertheless, the 
resources that firms possess are limited (Andersén, 2011) and, subsequently, cannot address 
extremely rapid changes in customer needs and preferences. Therefore, increased customer 
dynamism reduces the effectiveness of product adaptation efforts in terms of creating customer 
value. 
Hypothesis 9: The greater the export customer dynamism, the weaker the positive relationship 
between quantity of export product adaptation and customer value creation. 
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Similarly, companies have to address changing laws and product regulations. Product 
regulations dynamism concerns the speed of change in product-related regulations (e.g. product 
standards and customer laws) in export markets. Sometimes, new local governments bring their 
own regulatory changes, while old regimes are abandoned. Trade coalitions are formed or add 
members which enable the removal of trade barriers and synchronising product standards and 
customer regulations (Szymanski et al., 1993). A high degree of dynamism comes with 
increased complexity and need for flexibility, which are aspects that require advanced firm 
capabilities and a large amount of resources (Cadogan et al., 2005). Yet, increased quantity of 
adaptation requires itself the commitment of noteworthy firm resources for addressing the 
existing legal requirements. When these specifications change dynamically, resources 
allocated to previous adaptation efforts become obsolete and even more resources are needed, 
hence why the regulations environment has been linked with performance outcomes (Adomako 
& Danso, 2014). Therefore, when the speed and/or the intensity of the changes is extremely 
high, it becomes impossible for firms to successfully address the changes in a timely fashion 
(Cadogan et al., 2005) and subsequently create customer value via their export product 
adaptation activities. 
Hypothesis 10: The greater the dynamism of export product regulations, the weaker the 
positive relationship between quantity of export product adaptation and customer value 
creation. 
 
3.3.5.3 Uncertainty of the environment: Investment Uncertainty 
Finally, the environment where a firm operates bears an extent of uncertainty, with regards 
to the firm activities such as sales potential, return of investment potential, customers’ intention 
to invest and lending costs (Pennings, 1975). External conditions can vary (heterogeneity) and 
change rapidly (dynamism). Yet, whether firms are familiar with these conditions and can 
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predict them and assess the situation accurately is a distinct issue that requires special 
consideration (Pennings, 1975). Investment uncertainty concerns the degree to which it is 
difficult to predict the outcomes of the firm’s investments. A lack of ability to predict the 
conditions correctly will be translated into a high possibility of inaccurate planning and 
implementing the wrong strategic moves (Spyropoulou et al., 2017). In the case of product 
adaptation, high resource commitment and capabilities’ development are involved, which 
requires a high adaptation investment (Calantone et al., 20016). For instance, delivering value 
requires high investment in infrastructure, technology, internal capabilities and customer 
relationship management (Kotler & Keller, 2006). It further involves specialised knowledge, 
managerial skills and increased resources (Möller, 2006). As a result, a high degree of 
adaptation might not be performed effectively and subsequently not meet the goal of addressing 
customers’ value requirements, reducing customer value. 
Hypothesis 11: The greater the export investment uncertainty, the weaker the positive 
relationship between quantity of export product adaptation and customer value creation. 
 
3.4 Chapter Summary 
This chapter presented the conceptual framework underpinning the quests of this study, 
namely to shed light on the effect of export product adaptation on creating customer value, 
while adapting a multi-faceted, more comprehensive approach of product adaptation. The first 
part of the chapter offered a presentation of the multiple facets of export product adaptation, 
followed by the specification of quantity as the main effect and the supposition of intensity and 
novelty as moderators of the quantity-customer value creation relationship. The remaining 
parts of the chapter focused on the exploration of the internal and external contingencies 
influencing the product adaptation quantity – export customer value creation relationship. In 
total, eleven hypotheses were developed and are presented in Table 3.1 
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Table 3.1 List of Hypotheses 
Hypothesis 1 There is a positive relationship between firm-level export product adaptation 
quantity and firm-level customer value creation. 
Hypothesis 2 The greater the export product adaptation intensity, the stronger the positive relationship 
between quantity of export product adaptation and customer value creation. 
Hypothesis 3 The greater the export product adaptation novelty, the weaker the positive relationship 
between quantity of export product adaptation and customer value creation. 
Hypothesis 4 The greater the export product variety, the weaker the relationship between quantity of 
export product adaptation and customer value creation. 
Hypothesis 5 The wider the export scope, the weaker the positive relationship between quantity of 
product adaptation and customer value creation. 
Hypothesis 6 The greater the firm size, the stronger the positive relationship between quantity of export 
product adaptation and customer value creation. 
Hypothesis 7 The greater the export customer heterogeneity, the stronger the relationship between 
quantity of export product adaptation and customer value creation. 
Hypothesis 8 The greater the export product regulation heterogeneity, the stronger the relationship 
between quantity of export product adaptation and customer value creation. 
Hypothesis 9 The greater the export customer dynamism, the weaker the positive relationship between 
quantity of export product adaptation and customer value creation. 
Hypothesis 10 The greater the dynamism of export product regulations, the weaker the positive 
relationship between quantity of export product adaptation and customer value creation. 
Hypothesis 11 The greater the export investment uncertainty, the weaker the positive relationship between 
quantity of export product adaptation and customer value creation. 
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CHAPTER 4  
RESEARCH METHODOLOGY 
 
4.1 Introduction 
The purpose of this chapter is to describe the methods adopted to examine the research 
questions set. First, ontological and epistemological considerations are presented followed by 
a discussion of the quantitative strategy and cross-sectional research design adopted. Second, 
sampling issues are discussed, the target respondents are described, and a summary of the 
questionnaire design process is provided. Third is discussed the information sought to be 
obtained through the questionnaire. Information about the format of the questions and the 
chosen survey administration mode is also provided. Fourth, the survey administration process 
is described, details about the responses are presented and potential bias issues are addressed. 
The final section of this chapter refers to the treatment of the data obtained and presents the 
descriptive statistics of the respondent firms. 
 
4.2 Research Approach, Ontology and Epistemology 
Measurement models that serve as the basis of research are underpinned by a general 
philosophy, widely acknowledged as the philosophy of science (Borsboom, 2005). Science is 
the quest of the truth through knowledge and also refers to the entire knowledge related to a 
specific subject. The way a study attempts to pursue its objectives constitutes the scientific 
method that is followed (Hair et al., 2011). This emphasis on science as a means to discover 
the truth is captured by empiricism, an approach towards understanding phenomena and 
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accepting what is real, from what can be experienced and observed (Bryman and Bell, 2015). 
In this context, knowledge can be extracted by testing proposed theories empirically.  
Business research also bears a number of ontological considerations with regards to the 
substance of reality (Greener, 2008). Ontology “is the study of being” (Gray, 2017). It deals 
with whether there exists a reality independent to the social actors that comprise it or it relies 
upon the social constituents involved in social circumstances; two major ontological positions 
exist, namely objectivism and constructivism (Bryman & Bell, 2015). The former applies to 
the use of measurement models, relevant to the investigation of the study’s research questions, 
here this objectivistic point of view stands for accepting a reality that is objective and 
independent from social actors (Saunders et al., 2009). In this context, organisations and 
management roles are perceived as real, in the same way as physical phenomena are considered 
as real (Maylor et al., 2017). In organisational terms, objectivists postulate that organisations 
possess an independent entity and assert influence on the members that constitute them 
(Bryman & Bell, 2015).  The epistemological stance adopted by objectivists is called 
positivism (Greener, 2008). Quantitative research is founded on the principles of positivism, 
in contrast to qualitative research that complements the opposite interpretivistic approach 
(Bryman & Bell, 2015). Both approaches towards epistemology are described in the following 
section, with emphasis on discussing the positivistic approach that is being adopted by the 
present study. 
 
4.2.1 Positivism versus Interpretivism  
The epistemology of positivism posits that “reality is something that can be objectively 
ascertained and described through research” (Hair et al., 2011). This philosophy of science is 
inextricably linked with empiricism (Anderson, 1983). Bryman and Bell (2015) highlight that 
positivism is associated with employing the research tools of physical sciences and is 
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underpinned by five principles: the principle of phenomenalism, of deductivism, of 
inductivism, of objectivism and of the attribution of truth only through scientific claims. In 
other words, positivism accepts only confirmed by the senses’ knowledge, uses theory to 
introduce hypothesised relationships and empirically test them, derives knowledge by actual 
facts, accepts the independence of science and the salience of the scientific claims. In the 
business context, a positivistic approach views the work of organizations as natural systems 
that follow a set of laws, which serves as the basis of their study (Maylor et al., 2017). 
Various streams blossom within positivism. Logical positivism, introduced by the Vienna 
circles in the second decade of the twentieth century, represents an absolute form of positivism, 
where any statement is true only if it can be empirically confirmed (Anderson, 1983). This 
latter claim is established as the theory of verification, introduced by Wittgenstein’s theory of 
truth which set the ground for logical positivism (Hempel, 1935). Logical positivism supports 
a deductive nature of research where theory precedes hypotheses empirical testing. 
Specifically, six major successive steps comprise deduction: a theoretical background, 
hypotheses development, a process of collecting data, obtaining results, confirming or refuting 
hypotheses and revisiting the initial theory (Bryman & Bell, 2015). 
Nevertheless, logical positivism is sometimes criticized as it allows no space for induction. 
The paradigm of logical empiricism addresses this critique by allowing observations to induce 
theory and provide their support by the generation of additional observations (Anderson, 1983). 
Hunt (1983) has been a major proponent of logical empiricism, which has dominated marketing 
research over the years (Anderson, 1983). Finally, in contrast to the theory of verification, 
emerges Popper’s falsificationism (Anderson, 1983). This theory advocates that not all 
observations confirm a theory, but some contradict it and need to be empirically tested and 
accordingly refuted (Hollander, 1983). As Hollander highlights, those theories that cannot be 
refuted are those that are robust enough to be considered true.  
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Interpretivism, on the other side, contends that social phenomena cannot be explained in the 
same way as natural phenomena (Bryman & Bell, 2015). Instead, this approach supports that 
reality takes the meaning that the social actors attribute to it (Hair et al., 2011). Interpretivism 
builds on Weber’s approach towards researching social phenomena, which incorporates 
understanding (“verstehen”) and explaining (interpreting) them in order to attribute causality 
(Bryman & Bell, 2015). Further explaining interpretivism is beyond the scope of this thesis. 
 
4.2.2 Adoption of a Quantitative Research Strategy 
Research methods are based on the ontological and epistemological stance adopted 
(Johnston, 2014). Bryman and Bell (2015, pp. 37-38) define research strategy as “a general 
orientation to the conduct of business research”, which essentially builds on epistemological 
and ontological aspects and the approach towards connecting theory and research. They 
identify quantitative research as the strategy that focuses on quantifying data and is associated 
with a deductive approach of building on theories and testing them, on adapting the principles 
of natural sciences and positivism, and on viewing social reality from an external and objective 
point of view. In contrast, they highlight that qualitative research is the strategy that focuses 
on word and theory development, builds on induction, favours interpretivism and views social 
reality as a socially constructed, evolving construct. A further difference of the two strategies 
lies within the method of analysis: qualitative research utilises non-statistical methods whereas 
quantitative methods rely on statistical techniques for the attainment of results (Rosendo Ríos 
& Pérez del Campo, 2013). 
The present study follows a positivistic epistemology and the research strategy and design 
is developed accordingly. Along with the adoption of a quantitative strategy, this thesis accepts 
the principles of positivism, adopts the research methods of natural sciences, treats observable 
constructs as objective and real, builds on empiricism and follows a deductive approach 
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(Bryman & Bell, 2015). Wilson (2014), recognizes the path of adopting objectivism, 
positivism, deduction and quantitative methods as the appropriate way to apply theory to test 
business performance implications.  
Following the quantitative strategy steps identified by Bryman and Bell (2015), this study 
adopts the eleven stages involved in quantitative research, starting from 1) the examination of 
the extant theory and 2) the development of hypotheses based on it and followed by 3) 
designing the research, 4) developing the research instrument and its measures, 5) selecting the 
survey mode and the 6) target population, and 7) administering the measurement instrument. 
Following the data collection process, quantitative research entails 8) handling and 9) analysing 
the data and, consequently, 10) reaching and 11) writing up the findings and the conclusions 
of the research. The steps entailed in the quantitative research process are illustrated in Figure 
4.1. 
Accordingly, quantitative data will serve in the case of the present study as a basis to enable 
testing the hypotheses developed based on the examined theory, through the development and 
the administration of a measurement instrument (i.e. a questionnaire) to obtain information 
from a specified target population. Finally, the analysis of the scores obtained by the actual 
responses will either confirm or contradict the initial assumptions held for hypotheses testing 
(Field, 2013). This approach is in line with the aim set by this study to shed light on research 
questions regarding the investigation of the relationship between product adaptation and export 
customer value creation, as well as to clarify the role of the internal and external contingencies. 
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Figure 4.1 The Process of Quantitative Research  
 
Adapted from Bryman and Bell (2015) 
 
1. Theory 
2. Hypothesis
3. Research design
4. Devise measures of concepts
5. Select research site(s)
6. Select research subject/respondents 
7. Administer research instrument /collect data
8. Process Data
9.Analyse data
10. Findings/conclusions
11. Write up findings / conclusions
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4.2.3 Choice of a Cross-Sectional Research Design 
A research design is a plan containing instruction for conducting research and is key to 
planning marketing research projects (Malhotra, 2009). It is chosen based on the approach of 
the research (Hair et al., 2011) and serves as the basis for collecting data and analysing it to 
obtain results (Bryman & Bell, 2015). Research designs can be classified into exploratory and 
conclusive, whereas conclusive research is further divided into descriptive and causal 
(Maholtra, 2009). These three main types of research design and their subtypes are illustrated 
in Figure 4.2, which is adapted from Beri (2013).  
Figure 4.2 Types of Research Design 
     
                                                                                                       Adapted from Beri (2013) 
Research 
Design
Exploratory
Literature Search
Experience Survey
Focus Group
Case Studies
Descriptive
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Panel      
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Laboratory Experiments
Field Experiments
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Exploratory research is concerned with collecting information and generating ideas with 
regards to an uncharted research problem (Malhotra, 2009). It is conducted by literature 
examination, experience surveys, focus groups and case studies (Beri, 2013).  Malhotra (2009) 
summarises the main characteristics of exploratory research designs. Exploratory designs, he 
highlights, aim to offer an understanding of issues that are substantially unexplored via flexible 
and unstructured qualitative procedures that derive data from small and unrepresentative 
samples.  Insofar as this study builds on existing theory and available information rather than 
tries to pool general information about the research subject, an exploratory research design is 
deemed inappropriate to answer the research questions posed. 
Descriptive designs follow a structure aimed to address the research questions set (Hair et 
al., 2011). They are conclusive and their main aim is to describe phenomena, track relationships 
or draw on facts to make forecasts (Maholtra, 2009). Two distinct types of descriptive research 
design exist, namely cross-sectional and longitudinal (Beri, 2013). The researcher that employs 
a descriptive design holds a significant degree of information about the research topic 
beforehand (Malhotra, 2009).  
The cross-sectional design, otherwise known as a social survey, involves the collection of 
multiple data cases at a specific time-point, able to produce quantifiable results that allow to 
associate variables and identify relationships between them (Bryman & Bell, 2015). Cross-
sectional designs are inextricably linked with quantitative research, although they can also be 
employed by qualitative research (Bryman & Bell, 2015). Longitudinal designs, on the other 
hand, entail repeated data collection aimed to identify changes or patterns over time (Malhotra, 
2009). There exist two main types of longitudinal designs namely panel or true panel studies 
and omnibus panel studies (Beri, 2013). 
Causal designs are comprised of laboratory and field experiments and are concerned with 
the study of cause and effect relationships (Beri, 2013). The procedure of the experiments 
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includes randomly splitting a population in an experiment and a control group, exposing the 
experiment group in a predefined manipulation that needs to be studied, and measuring the 
effect of the independent variable after and before the manipulation to identify the effect caused 
by the exposure on the condition selected (Saunders et al., 2009). 
Both descriptive and causal designs involve testing hypotheses based on specific 
information via structured procedures using big samples and quantitative data (Malhotra, 
2009). Nevertheless, as Malhotra (2009) highlights, both designs entail advantages and 
disadvantages which in turn enable identifying the most appropriate design for a given research 
case. Cross-sectional designs involve data collection in a single time-point, thus require less 
time and money resources and considerably less costly than longitudinal designs. At the same 
time, cross-sectional designs can target a big extent of a target population and, therefore, result 
in representative samples. On the other hand, according to Malhotra, longitudinal designs allow 
capturing change over time, obtaining a bigger amount of data -based and accurate information. 
Yet again, they can be costly while resulting in non-representative samples. For this reason, 
they are only used when measuring change over time is necessary.  
To summarise, then, the present quantitative study follows a cross-sectional design. Due to 
limited time and money resources, a longitudinal design was discarded. For this purpose, it 
must be highlighted that the assumptions drawn by this study indicate the association between 
variables and infer causality, rather than empirically prove it (Bryman & Bell, 2015). 
 
4.3 The Sampling Process 
Following the identification of a cross-sectional design as the most appropriate design for 
the present study, sampling considerations were addressed. Bryman and Bell (2015), suggest 
that after choosing to conduct a social survey (i.e. a cross-sectional designed study), sampling 
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design, target population and sampling frame decisions must be taken. Malhotra (2009) 
identifies five steps to be followed when designing a sample.  
The steps are illustrated in Figure 4.3. The sampling design process adopted by this study 
followed these steps. The target population and the sampling frame from which the key 
informants were pooled were defined. Further, the sampling technique was selected, the sample 
size was specified and the whole process was implemented. 
Figure 4.3 The sampling process 
 
Adapted from Malhotra (2009) 
 
4.3.1 Determination of Survey Respondents  
This study targeted small, medium and larger Finnish exporting firms. Several criteria were 
specified for defining the target firms, in order to ensure their appropriateness to represent the 
Finnish exporting landscape and to increase the generalisability of the findings: First, firms 
should be engaged in some form of export operation, regardless of firm size. Second, a wide 
range of firms would be relevant, ranging from small and medium enterprises (SMEs) to larger 
firms. Nevertheless, micro enterprises occupying less than ten employees were excluded, since 
most often their approach towards exporting and the resources that they possess differs 
significantly (Katsikeas & Morgan, 1994). Small, medium and larger Finnish enterprises, 
Define the population
Determine the sampling frame
Select sampling technique(s)
Determine the sample size
Execute the sampling process
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which were the target population of this study, play a particularly important role in Finnish 
exporting and represented 96.26% of the total value of export trade in 2016, the latest year 
reported by OECD (OECD, 2019). Third, companies should have wide-spread geographic 
dispersion and, fourth, represent various industries. Fifth, their offerings should ideally include 
both products and services and, sixth, their business should target both customers (B2C) and 
other businesses (B2B). The choice of Finland as the export pool country was based on 
convenience reasons, due to the available access to data collection in this country. The data 
collection process and funds were enabled by an ongoing collaboration with Professor Tommi 
Laukkanen and the University of Eastern Finland.  
The specification of the informants within the firms was also of major importance. The 
person suitable to provide information for the present study had to be highly knowledgeable 
about the firm’s export operation. For firms smaller in size, that would mean that the owner, 
the managing director or the chief executive officer would be appropriate to answer the survey 
questions. For larger firms, marketing, export, business development and sales directors could 
also be able to provide the information needed for the present survey. Nevertheless, it is often 
difficult to access senior management in bigger firms. In these cases, mid-level management 
was targeted to respond to the questionnaire and provide the information inquired. The choice 
of the informants for this study is in line with the extant export literature (e.g. Boso et al., 
2012). 
A single respondent was selected to represent each company targeted in survey 
administration. Although it is often highlighted that a single source (i.e. a single response from 
a self-completed questionnaire) might trigger common method bias (Hulland et al., 2018), it 
was deemed unfeasible to target multiple respondents due to resource constraints. Given the 
increased difficulty of reaching business respondents, especially in comparison to approaching 
consumers, a single respondent was deemed appropriate to provide the information solicited. 
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In fact, Lyon et al. (2000) provide literature evidence that a sole informant can be the most 
knowledgeable person in a company, appropriate to provide the most accurate and reliable 
data. In this context, when multiple answers were received, only the response provided by the 
most knowledgeable respondent was retained.  
Given the small size of Finland, it was deemed possible to obtain a complete list of Finnish 
exporters across the country and target the whole population of exporters. Therefore, the 
present survey opted for a census approach, rather than any other available non-probability or 
probability sampling approaches. The ideal number of responses was set at 250 and above, 
whereas 200 responses were set as the accepted minimum number of responses. This minimum 
threshold was set because it is suggested as the minimum appropriate number of responses in 
order to apply analytical techniques such as structural equation modelling using the maximum 
likelihood approach (Shah & Goldstein, 2006). The time-frame for this survey was set to as 
long as required to attain the target number of responses.  
 
4.4 Questionnaire Design 
The specification of the research approach was followed by the design of the questionnaire 
that served as the basis for the measurement of the concepts needed to answer the research 
questions set by this study. Figure 4.4 illustrates the research design process followed. The 
process was initiated by the specification of the information required and followed by 
specifying the administration mode, formatting the questions and managing the question order 
and the physical questionnaire’s layout and reproduction. A pre-test of the principal items used 
for the present research has been conducted prior to the formation of the complete 
questionnaire. The complete questionnaire design process is described in the following 
sections. 
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Figure 4.4 The Questionnaire Design Process  
 
Adapted from Malhotra (2009) 
 
4.4.1 Type of Information Required  
The first important step for a successful questionnaire design is to specify the information 
that is being sought in order to accomplish the specified academic research objectives (Reddy 
& Acharyulu, 2008). Accordingly, the existing literature was reviewed, and related concepts 
have been identified and tracked. The operationalization of the concepts was based on the 
premises of established literature, either by adapting or by elaborating existing measures to suit 
the distinct quests of the present study. 
Specify the information needed
Specify the type of interviewing method
Determine the content of individual questions
Design the questions to overcome the respondent's inability and 
unwillingness to answer
Decide on the question structure
Determine the question wording
Arrange the questions in proper order
Choose the form and layout
Reproduce the questionnaire
Pretest the questionnaire 
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Table 4.1 Information Required 
Export Product Adaptation Aspects 
Ø Firm Level Quantity of Product Adaptation  
Ø Firm Level Intensity of Product Adaptation 
Ø Firm Level Novelty of Product Adaptation 
Export Customer Value Creation  
Organizational Characteristics 
Ø Export Product Variety  
Ø Export Scope 
Ø Firm Size 
External Environment 
Ø Dynamism of the Environment  
- Customer Dynamism 
- Product Regulations Dynamism 
Ø Heterogeneity of the Environment  
- Customer Heterogeneity 
- Product Regulations Heterogeneity 
Ø Investment Uncertainty 
Control Variables 
Ø Export experience 
Ø Type of Activity 
Ø Type of Offering 
Ø Industry 
Additional Firm Characteristics 
Ø Firm experience 
Ø Number of Products Produced 
Respondent Characteristics 
Ø Job Title 
Ø Job Role 
Ø Knowledgeability 
Ø Answers’ Accuracy 
Ø Competency to Answer 
Ø Confidence in answers 
 
Table 4.1 presents the full list of the information required to answer the research questions 
set by the present study. Whilst developing new measures constructs were defined to help 
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create the pool of items to serve as measurement instruments (Spector, 1992). Since the present 
study attempts a reconceptualization of product adaptation, related papers were identified to 
serve as the basis for tracking the aspects that needed to be additionally measured. New 
measures were developed to capture the multi-dimensional nature of export product adaptation, 
as described in chapters one and two.  
All aspects were measured at a firm level within an export context. Similarly, literature was 
examined thoroughly to enable the identification of either relevant measures for the remaining 
constructs of this study (i.e. the internal factors, the export external environment and the control 
variables), or for ideas and concepts that inspired new measure development, where needed. 
Both newly created and existing measures were adapted to fit the context of this study and the 
definitions of the constructs as developed in the preceding chapters. 
Information about the individual respondents and the profile of the firms that would 
participate in the study was deemed necessary. Thus, relevant measures of the existing 
literature were adapted and included in this study. All the measures included in the 
questionnaire, pre-existing and brand new, underwent a process of content refinement and 
validation, which will be presented later in this thesis. 
 
4.4.1.1 Facets of Export Product Adaptation 
The measures of the facets of export product adaptation were newly developed, inspired by 
key extant works on adaptation and innovation. First, products were explicitly defined in the 
questionnaire to ensure that the respondents would have a common perception of the concept 
of products and would, consequently, answer the questions by a uniform point of view. For the 
purpose of this study, products were defined as follows: “Products can be consumer goods (e.g. 
cars, shoes, lamps), industrial goods (e.g. electronic valves, welders, pumps), raw materials 
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(e.g. coffee, wood), or services (e.g. business consultancy, IT support).” Table 4.2 illustrates 
the exact measures and scales used to capture the multi-dimensional nature of product 
adaptation. 
Table 4.2 Export Product Adaptation Measures 
Constructs  Measures 
Quantity of 
Product 
Adaptation 
(New measures 
– based on 
Ward, 1973) 
 
A product “version” is a product that is customised to the specific 
requirements of foreign export countries. Customisation may relate to any 
of the product’s features including, but not limited to, colour, materials, 
design and style, quality, brand name, packaging, labelling, etc. A 
particular product version may be sold across multiple export countries. 
- Please think of a TYPICAL product that your company exports and fill-in 
the gaps: “Over the past 3 years, our typical product was exported to ___ 
countries and there were ___ versions of it sold. 
- Is the number of versions you entered a fair representation of the average 
number of versions your company has created per product over the past 3 
years? Yes / No 
- If no, insert a more accurate figure for the AVERAGE NUMBER OF 
VERSIONS your company has created per product over the last 3 years __ 
Intensity of 
Product 
Adaptation 
(New measures 
– inspired by 
Hultman et al., 
2009) 
Over the past 3 years, when we created different versions of a product to 
export it to different countries, we have typically changed about _____% of 
the product’s features (examples of product features include, but are not 
limited to, colour, materials, design and style, quality, brand name, 
packaging, labelling). 
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Constructs  Measures 
Novelty of 
Product 
Adaptation 
(New measures 
– based on 
Boso et al. 
2013) 
Over the past 3 years, when we modified the features of a product to create 
different product versions we typically made  
(Anchored at ”1-Not at all” and “7=To an extreme extent”): 
- Novel changes 
- Cutting edge changes 
- Radical alterations 
 
The central concept of export product adaptation quantity refers to the total amount of 
adaptation a firm undertakes for its export markets, at a firm level, for its entire portfolio of 
export products. Quantity of product adaptation was captured by the number of versions created 
on average for a typical export product. This construct has not been measured by the previous 
literature and it was inspired by the notion that the number of the adapted products can vary 
(Ward, 1973). In other words, firms might adapt a lot and create a high number of adapted 
versions or undertake lower quantity of export product adaptation by creating fewer product 
versions, across their entire portfolio of export products. 
The second product adaptation aspect captured is intensity. Elaborating on the established 
notion of measuring product adaptation on a continuum which tracks the degree of change of 
product features (Hultman et al., 2009), this study builds on Ward’s (1973) notion that product 
adaptations can be major or minor and considers intensity as a complementary aspect of 
product adaptation. This product adaptation aspect is expressed by the percentage of features 
that were adapted for a typical product version and captures the extent of changes within the 
adapted products at a firm level.  
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Finally, novelty is traced as the third product adaptation dimension. An exporter’s novel 
product adaptation activities may entail customary and familiar alterations to the products 
adapted (i.e. involve low levels of adaptation novelty), or alternatively, comprise changes that 
are radical or cutting-edge (i.e. involve high levels of adaptation novelty). The measures of 
product adaptation novelty were based on the innovation novelty of entrepreneurial orientation 
as proposed by Boso et al. (2013). The scales were adapted to fit the requirements of the product 
adaptation construct. Three items of seven-point Likert scales captured the extent of to which 
the modifications made in the export products were novel, cutting-edge and radical.  The 
scales’ anchors ranged from “1= not all” to “7= to an extreme extent”. 
 
4.4.1.2 Customer Value Creation 
Export customer value creation refers to the extent that firms offer customer benefits 
competently in their export markets. The customer value creation measure is based on the 
market responsiveness scale, part of the concept of export market-oriented behavior (Cadogan, 
et al., 2009). This measure has been transformed to capture firms’ evaluations of their 
competency in creating customer value, therefore constituting a firm-level construct.   
The customer value creation construct is comprised by three items of seven-point Likert 
scales capturing the extent to which the firms displayed competency in value-creating 
activities, such as understanding customers’ needs, having business objectives driven by 
customer satisfaction and export customer value. The scales are anchored at “1= Capability 
poorly developed” and 7=Capability highly developed”. Table 4.3 illustrates the scales used to 
measure export customer value creation. 
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Table 4.3 Scales for Customer Value Creation 
Customer Value Creation  
(New measures – 
 inspired by  
Cadogan, et al., 2009) 
 
Please indicate the extent to which your firm 
has displayed real competency on the following 
fronts over the past 3 years  
(7-point Likert scales anchored at “1-
Capability poorly developed” and ”7-
Capability highly developed”): 
- Turning an understanding of export 
customers’ needs into a strategy for 
competitive advantage. 
- Ensuring that business objectives are driven 
primarily by export customer satisfaction. 
- Creating export customer value. 
 
4.4.1.3 Export Product Variety 
Export product variety is an internal firm aspect and captures the number of different 
products that firms export. This number refers to the types of products and not to the number 
of units sold, a differentiation that was explicitly clarified in the questionnaire. An open-ended 
question was used to capture export product variety. Respondents were asked to directly 
provide the number of products that the firm exports. The concept was adapted to the export 
context based on the construct of product variety as introduced by Scavarda et al. (2010) and 
is depicted in Table 4.4. 
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Table 4.4 Measure of Export Product Variety 
Export Product 
Variety  
(Based on 
Scavarda et al., 
2010) 
How many different products has your company exported over the past 3 
years?  --- (Please insert number) 
Note: We are not asking about the number of units sold by your company, 
just the number of different products exported.) 
 
4.4.1.4 Export Scope 
Export scope describes the number of countries that a firm engages in export activity with 
(i.e. firms that export to more countries have a wider export scope). In this context, export 
scope was captured by an open-ended question which asked the respondents to provide the 
number of export countries. The measure built on the concept of the concept of geographic 
scope of firms’ internationalization, as described by Kuivalainen et al. (2007). In essence, a 
firm that exports in many countries, has a wide export scope, whereas when the number of 
export countries is low, the export scope is narrow. Table 4.5 illustrates the measure of export 
scope used in the questionnaire. 
Table 4.5 Measure of Export Scope 
Export Scope 
(Kuivalainen et al., 
2007) 
Approximately how many countries did your company export to? --- 
 
4.4.1.5 Firm Size 
Firm size refers to the number of employees in a firm and reflects the resources possessed 
by it. Respondents were provided with an open-ended question which asked for the number of 
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full-time staff employed by the company on the home-country wage book, a measure based on 
Balabanis and Katsikea (2003). The measure of firm size used is illustrated in Table 4.6. 
Table 4.6 Measure of Firm Size 
Firm Size  
(Based on Balabanis 
& Katsikea, 2003) 
About how many full-time staff does your company employ on the 
home-country wage book? … 
 
4.5.1.6 Heterogeneity of the Export Environment 
The situation of the external environment was captured by three different aspects. The first 
aspect, heterogeneity of the export environment, refers to the extent to which the export 
markets are different from each other with regards to the customers and the regulations. 
Specifically, customer heterogeneity captures the degree of difference in customers’ needs and 
wants among markets. Heterogeneity of product regulations, in turn, captures the degree of 
difference in product regulations.  
Table 4.7 Scale Items for the Heterogeneity of the Export Environment 
Heterogeneity of 
the Environment 
(based on 
Cadogan et al., 
2009) 
 
 
Across all your export countries...  
Customer Heterogeneity: 
- Customers’ needs and wants ....  
(5-point semantic differential scales anchored “1=Vary from country to 
country, 5=Are the same from country to country”) 
Product Regulations Heterogeneity: 
- Product regulations are…  
(5-point semantic differential scales anchored “1=Different, 5=The same”) 
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The customer heterogeneity and product regulations heterogeneity measures used in the 
present study are illustrated in Table 4.7. Each construct was measured by a single item, five-
point, semantic differential scale that captures the differences of customers and product 
regulations in the different export markets, respectively. Anchors for customer heterogeneity 
were “vary from country to country” on the left side and “are the same from country to country” 
on the right side. Accordingly, the scale of product regulations heterogeneity was anchored as 
“different” on the left and “the same” on the right. The concept of heterogeneity of the 
environment builds on the measures of differences of the export environment as utilised by 
Hultman et al. (2009). 
 
4.4.1.7 Dynamism of the Export Environment 
The second aspect of the external environment captured by the measures of the 
questionnaire is dynamism. Dynamism of the environment refers to the speed of change in 
export customers and in product-related regulations in export markets. Specifically, customer 
dynamism captures the speed of change customer aspects such as product tastes and 
preferences. Similarly, the dynamism of product regulations measures the speed of change in 
product regulations such as product standards and customer laws, in export markets.  
Table 4.8 depicts the measures of customer and product regulations dynamism used for the 
present study. Each aspect of the dynamism of the export environment was captured separately 
with reflective, two-item, five-point Likert scales, which grasp the change in customer needs 
and wants and product regulations, respectively. The measures build on two important 
suggestions from the extant literature: (1) the dynamism of the export environment is an 
important factor for export success (Cadogan et al., 2009; Jaworski & Kohli, 1993); and, (2) 
the admission that customer and regulatory aspects are crucial constituents of the export 
environment (Katsikeas et al., 2006). 
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Table 4.8 Scale Items for Dynamism of the Export Environment 
Dynamism of the 
Environment 
(based on Cadogan 
et al., 2009) 
 
Over the past 3 years …  
(5-point Likert scales with anchors “1=Strongly agree” and “5=strongly 
disagree): 
Customer Dynamism 
- Customers’ product preferences have changed much. 
- Customers’ product preferences shifted a lot. 
Product Regulations Dynamism 
- Overall, there have been constant changes in product regulations in 
our export countries 
- Frequent alterations in product regulations have been common 
across our export countries 
 
4.4.1.8 Uncertainty of the Export Environment 
The third aspect of the external environment is uncertainty of the export environment. 
Investment uncertainty needed to be measured for the needs of the present study. Investment 
uncertainty concerns the degree to which it is difficult to predict the outcomes of the firm’s 
investments. A single-item, seven-point scale was used to track the degree of unclearness 
attached to the investments related to a firm’s export ventures. The scale was anchored with 
“1=very strongly disagree” on the left and “7=very strongly agree” on the right and it was based 
on the concept of environmental uncertainty used by Brouthers et al. (2008). The measures of 
investment uncertainty contained in this study’s questionnaire are presented in Table 4.9.  
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Table 4.9 Scale item for the Uncertainty of the Export Environment 
Investment 
Uncertainty 
(based on 
Brouthers, et 
al., 2008) 
Consider ALL your export countries. Over the last 3 years, what number best 
represents your level of agreement with the following?  
(7-point Likert scale with anchors “1=very strongly disagree, 7=very strongly 
agree”): 
- Predicting what would happen to investments in our export ventures was 
effortless 
 
We additionally control for the effect of product and export aspects that have been 
associated with influencing export performance (Theodosiou & Leonidou, 2003), namely the 
industry type (Wang, 2008), the type of the offering (Szymanski.et al., 2007), the type of the 
business activity (Schilke et al., 2009) and, finally, the export experience as expressed by the 
number of years exporting (Boso et al., 2012). 
 
4.4.1.9 Control Measures 
The literature indicates that additional firm and product characteristics can have an impact 
on export performance (Theodosiou & Leonidou, 2003). In this context, this study includes a 
number of direct controls, namely industry type (Wang, 2008), export experience (Boso et al., 
2012), type of offering (Szymanski.et al., 2007) and type of business activity (Schilke et al., 
2009).  
The industry type was extrapolated by an open-ended question which was asking the 
respondents to indicate the industry in which their company operates. The industry type 
measure was based on Wang, 2008. Table 4.10 presents the measure used to capture the 
industry type. 
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Table 4.10 Item for Industry Type 
Industry Type  
(based on Wang, 2008) 
In which industry does your company operate? --- 
 
The export experience refers to the duration of the firms’ export activity and was captured 
by asking the respondents how long the company has been exporting. The measure was adapted 
from Wagner (2001) and is illustrated in Table 4.11. 
Table 4.11 Measure of Export Experience 
Export experience 
(adapted from Wagner, 
2001) 
Approximately how long has your company been exporting?  
(Years) / Since 
 
The type of offering captures the percentages of physical products versus services that 
comprise a firm’s export product portfolio. The respondents were asked to indicate the 
percentage of sales derived from physical products and the percentage of sales derived from 
services. The sum of the two percentages must be one hundred, indicating the whole offering 
portfolio. The close-ended question measure of the type of offering was based on Szymanski 
et al. (2007). The item used to capture it is presented in Table 4.12. 
Table 4.12 Measure of Type of Offering 
Type of Offering  
(based on Szymanski et 
al., 2007) 
On average over the past 3 years, approximately what percentage of 
your company’s export sales was generated by 
Physical products [… %], Services, [ … %], Total [100 %] 
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Finally, the questionnaire included measures for the control variable of the type of activity. 
This construct refers to the percentage of business to consumer versus business to business 
activities that comprise the overall firm export actions. Respondents were asked to provide the 
approximate percentage of export sales generated by business-to-consumer activities versus 
the percentage of sales generated by business-to-business sales, over the past three years. The 
sum of the two activities must be one hundred percent, which reassures that the whole firm 
activity has been tracked. The close-ended question item was based on Schilke et al. (2009) 
and is illustrated in Table 4.13.  
Table 4.13. Measure of Type of Activity 
Type of Activity  
(based on Schilke, 
Reimann & Thomas, 2009) 
On average over the past 3 years, approximately what percentage 
of your company’s export sales was directly generated by:  
Business to Consumer sales [… %], Business to Business sales [ 
… %], Total [100 %] 
 
4.4.1.10 Other Firm Characteristics  
Two further firm characteristics were measures in order to allow for additional firm 
profiling. Specifically, the questionnaire incorporated measures to capture firm experience and 
number of products produced.  
Table 4.14 Measures of Other Firm Characteristics  
Firm Experience  Approximately, how long has your company been in business?  
…  (Years) or Since … 
Number of Products 
Produced  
How many different products has your company produced over 
the past 3 years? (please insert number) … 
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Firm experience represents the overall number of years that a firm operates. Respondents 
were asked to directly report either the number of years that the company has been in business 
or the year since the business started. This measure was adapted from Boso’s (2011) thesis. 
Additionally, respondents were asked to indicate the number of products the company has 
produced over the past three years, in an effort to capture the scale of the business activity. The 
additional firm profiling measures are depicted in Table 4.14. 
 
4.4. 1.11 Respondents’ Characteristics  
The questionnaire included a number of measures that enable the assessment of the position 
of the respondents in the companies as well their ability to provide knowledgeable and accurate 
answers to the questions posed. In this context, the respondents were asked via an open-ended 
question to provide their job title. A close-ended question was asking the respondents to choose 
between a selection of different job roles, ranging from CEO / owner / senior manager to junior 
level manager. An open-ended gap was provided to allow for the provision for any potential 
alternative roles. Finally, four items of seven-point Likert scales asked the respondents to rate 
the extent of their knowledgeability, of the accuracy of their answers, of their competency to 
answer them and of their confidence in providing the actual situation of the company.  
All measures of the respondent’s characteristics were based on the thesis of Boso (2011) 
and can be viewed in Table 4.15.  
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Table 4.15 Measures of the Characteristics of the Respondents 
Job title  What is your job title? 
Job role 
 
What would you consider to be your employment 
role? (please tick the appropriate box) 
- Owner / CEO / Managing Director 
- Senior Manager 
- Middle Manager 
- Junior Manager  
- Other (please specify) 
Respondent Characteristics 
 
Please indicate your agreement with the 
following statements  
(7-point Likert scale with anchors “1=strongly 
disagree, 7= strongly agree”) 
Respondent’s knowledgeability 
- This questionnaire deals with issues I am 
knowledgeable about 
Answers’ Accuracy 
- My answers to the questions in the 
questionnaire are accurate 
Competence to answer 
- I am competent to answer the above 
questions 
Confidence in answers 
- I am confident that my answers reflect the 
company’s situation 
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4.4.1.12 Other Measures Included in the Questionnaire  
The instrument used for the present study contained a long list of additional measures, 
intended to be used in future research of additional closely related or peripheral phenomena of 
firms’ international activities. Such measures captured product innovation, product 
redevelopment, firm structure, competitive environment and social corporate responsibility 
related aspects. A number of objective and subjective, financial, market and customer 
performance measures were also included.  These additional measures are not relevant to the 
scope of the present study and, consequently, will not be further described. 
The complete questionnaire and the list of the aspects measured via this study’s instrument 
are provided in Appendix A and Appendix B, respectively. 
 
4.4.2 Method of Survey Administration 
As specified in the previous sections, the present study follows a descriptive, cross-sectional 
research design. After the detailed recording of the information required to answer the research 
questions set by this study the appropriate method of survey administration must be selected. 
A survey method of collecting data was adopted for its simplicity and ease of administration 
(Malhotra, 2009). There exist four different ways of collecting data for a survey, namely face 
to face interviews, telephone interviews, mail and online surveys (Jobber & Ellis-Chadwick, 
2013). Interviews, personal and telephone, include personal contact, whereas the mail and the 
online surveys comprise self-completion methods (Brace, 2008).  
Several aspects are key to affecting the choice of the survey administration mode, such as 
the type of the questions included in the questionnaire, the resources available, issues 
pertaining to the sampling, the respondents and the interaction with them (Jobber & Ellis-
Chadwick, 2013). Every mode has advantages and disadvantages with regards to the 
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aforementioned aspects. One crucial aspect of the administration mode of this study was the 
cost involved in collecting the data. Since face to face and personal interviews are considerably 
costlier compared to the self-completed surveys, they were discarded. On the same basis, an 
online survey was deemed relevant, convenient and appropriate to address the quests of this 
study, in addition to being less costly than a mail, hardcopy based, questionnaire.  
Web-based surveys have numerous advantages. Not only is this method of survey 
administration less expensive compared to the rest, but it also allows to reach a high number 
of respondents at the same time (Malhotra, 2009). At the same time, internet-based 
questionnaires do not allow respondents to look forward and in this manner, minimize the 
chance of method bias (Brace, 2008). Online questionnaires also allow the respondent to take 
a break and continue completing the survey at a later stage, thus improving the response rates 
(Dillman, 2009). Additionally, web-based online surveys offer easy access and extraction of 
the data collected, along with access to statistics with regards to the respondents and the 
completion of the questionnaire (Malhotra, 2009). 
 Despite the fact that online surveys are not highly recommended when open-ended 
questions are contained in the survey (Brace, 2008), the open-ended questions comprised in 
this study are mostly numerical, do not require particular articulation skills and were not 
expected to create any problems. Additionally, internet-based surveys have been associated 
with respondent selection bias caused by the limited access of respondents to the internet 
(Malhotra, 2009). Nevertheless, the present study was contacted in Finland where internet 
usage in 2015, when the survey was conducted, was extremely high and above 90% for the 
population up to 64 years old (Official Statistics of Finland OSF, 2015). At the same time, it 
can be argued that the big majority of companies and employees (if not all of them) have 
internet access and are reachable through a professional or personal e-mail address and, 
therefore, internet access was not a worrying consideration.  
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The data collection was assigned to a Finnish agency called Taloustutkimus 
(Taloustutkimus.fi, 2008). Employing a research agency to conduct the data collection is an 
approach widely used within international marketing studies (e.g. Diamantopoulos et al., 2017; 
Swoboda & Hirschman, 2017). The Finnish version of the questionnaire was distributed online 
(please see Appendix C). The survey included an introductory cover letter informing the 
respondents about the purpose of the survey, its confidentiality and how the data will be used 
(please see Appendix D). The online questionnaire was hosted on the online survey platform 
Qualtrics (Qualtrics, 2018). Qualtrics allows for designing and administering surveys online. 
Appendix E illustrates a series of screens containing the questionnaire items. The respondents 
were first e-mailed an introduction to the survey, an invitation to participate in it and the link 
to the questionnaire. The role of a Finnish academic collaborator, namely Professor Tommi 
Laukkanen from the University of Eastern Finland, in coordinating and overseeing the data 
collection efforts in Finland was instrumental. 
 
4.4.3 Response Format 
Multiple types of questions were used, namely five-point and seven-point Likert scale based 
questions, seven-point differential semantic scales, eleven-point juster scale questions, 
dichotomous questions, as well as open and closed-ended formatted items. Using a variety of 
questions was deemed appropriate as, first, different types of questions enable obtaining 
different type of information (Dillman et al., 2009) and second, this question type diversity 
reinforces the respondents’ attention and acts against method bias (Podsakoff et al., 2003). 
Additionally, double-barrelled questions were avoided and, in these cases, as was the case for 
the number of product versions adapted, more than one questions were used to capture certain 
information and hinder confusion (Malhotra, 2009). Measures consisted either of multiple, 
summated items (Spector, 1992) or single item indicators. 
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For the same purpose, the points of the scale varied and both five-point and seven-point 
questions were used interchangeably.  Nevertheless, this variation always took place across 
different questions and never within the items of the same question, so that confusion and 
respondents’ fatigue is avoided. Additionally, measurement of different variables was not 
mixed to protect the validity of the measurement (Bryman & Bell, 2015) The questions 
themselves were crafted in a way that avoided leading phrasings (Malhorta, 2009), utilised 
negative wording and interchanging meaning nuance, in order to avoid creating replying 
patterns that would lead to response bias (Spector, 1992), or responses based on social 
acceptable norms (Spector, 1992).  
A few open-ended questions were used. Open-ended questions, where the respondents could 
provide values according to their own judgment (Bryman & Bell, 2009), were used to obtain 
specific numbers in relation to the firms’ activities, in these cases that true numbers could be 
obtained, e.g. the number of export countries. At the same time, a set of questions requiring the 
provision of values utilised a close-ended form and was giving respondents a selection of 
choices. For instance, in cases such as when obtaining objective performance data, a range of 
numbers enhances the chances of getting responses since it helps overcome the respondents’ 
inability to remember or hesitation to answer (Malhotra, 2009). When the question requires 
mental process respondents often search for cues that will make answering the question easier 
(Dillman et al., 2009). At the same time, offering a selection of answers in other cases, where 
answers were not sensitive and there was no risk of reinforcing answers (e.g., the respondents’ 
role in the company), enabled minimizing the respondents’ effort to fill in the questionnaire 
(DeVellis, 2017).  
The questionnaire measures were initially developed in English and were afterwards 
translated in Finnish. See Appendix A for a copy of the English questionnaire and Appendix 
D for the respective Finnish version. The translation to the Finnish language was conducted by 
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the professional translation company AAC Global (Aacglobal.com, 2018). The questionnaire 
was back-translated to English by a member of the research team of the University of Eastern 
Finland. The back-translation procedure secures that meaning is accurately being transferred 
and ensures content validity in the translated language (Kumar et al., 2002). The Finnish 
collaborator, Professor Tommi Laukkanen was instrumental in coordinating the translation 
procedures to prevent potential bias.  
 
4.4.4 Sequence of Questions and Questionnaire Layout 
The physical characteristics of the questionnaire, such as the order of the questions and the 
look of the questionnaire are of great importance (Malhotra, 2009). A questionnaire that is 
incomprehensive and unappealing will result in lower response rates (Brace, 2008). Special 
attention was paid to the order of the questions since their sequence is generally highlighted as 
a matter extremely important for getting quality research output (Churchill, 1999). The 
sequence of the provided response options is also important as it is linked with order bias, a 
type of bias that results in having the first or the last options being chosen more, compared to 
the rest (Malhotra, 2009). Nevertheless, the order bias might be minimized in online 
questionnaires, where the respondents cannot see other answers and switch their responses 
accordingly (Churchill & Iacobucci, 2005). 
 For design purposes, and in line with good practice, measures were visually and 
conceptually grouped into sections referring to similar firm activities (Malhotra, 2009), 
allowing for consistency and an organized look and feel, in accordance with the gestalt 
principles of perception (Dillman et al., 2009). Each section was numbered and the items were 
pre-coded (Malhotra, 2009). Consequently, the questionnaire was divided into eight sections 
and all of them were labelled to help the respondent get a general understanding of the 
questions that were following and switch their thought to answer accordingly (Malhotra, 2009).  
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The first sections of the questionnaire included the main questions of the study. These 
questions were followed by the company profiling questions. More sensitive questions, such 
as performance-related items, were positioned towards the last parts of the questionnaire. It is 
generally suggested to ask for sensitive information towards the end of the questionnaire and 
not in the beginning, since this could potentially alarm the respondents and affect the responses 
accordingly (Churchill, 1999; Malhotra, 2009). The last section of the questionnaire contained 
items measures of screening and identifying the respondents. An effort was made to be able to 
re-establish contact with the respondents, either to clarify potential issues or make cross-time 
comparisons in the future, if time and financial resources allow it. Respondent identification 
was sought through the use of codes, to ensure respondent anonymity and preserve research 
ethical principles (Bryman & Bell, 2015). 
The questionnaire was initially designed for a mail survey and was then transferred into 
Qualtrics, a web survey platform. The research agency employed for the data collection 
fulfilled the transfer online. The order and the look of the questions were kept strictly alike 
during the transfer to the online survey platform, in an effort to ensure the likeability across the 
platforms (Dillman, 2009). Respondents had been presented a welcome message containing 
information about the survey.  
The questionnaire of this study was markedly long, occupying twelve-pages in print form 
and requiring about forty-minutes to be completed online. This length could pose a negative 
influence on the response rate (Brace, 2008). For this purpose, respondents were allowed to 
quit and then return to finish completing the survey at a different time (Dillman, 2009). 
Although lengthy questionnaires can result in lower response rates and are costly, they allow 
for the collection of a variety of information and do not compromise the reliability of the 
results. On this basis, and due to the fact that the present study is part of a bigger study 
examining firms’ international activities, the length of the questionnaire was retained.  
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4.4.5 Pilot Study 
A pilot questionnaire was administered prior to the formation of the final questionnaire to 
British Exporters. The companies contacted were pooled from the British Exporters Database 
(UK Exporters Ltd., 2018). The sampling process followed the directions described above. The 
pilot questionnaire was sent via post and was accompanied by an introductory letter and a pre-
paid stamped envelope. A reminder was sent to enhance the response rate and the managers 
were offered a report as an incentive for taking the time to answer the survey. The questionnaire 
circulated through the pilot testing was three pages long and included the adaptation and the 
performance-related measures. The responses were obtained were pretested and the 
respondents’ comments, when made, were taken into consideration.  
 
4.5 The Main Survey 
4.5.1 Final Questionnaire Form 
After a series of additions, modifications and measures’ enhancement, the questionnaire 
acquired its final form. The measures were amended according to the suggestions obtained by 
the pilot. Since the quality of the measures is key to the validity of a study (DeVellis, 2011) 
additional measures were added to ensure they can sufficiently capture the constructs that 
supported addressing the research questions set. In addition to the pilot test indications, the 
measures included in the questionnaire were judged by an expert panel, which evaluated the 
measures’ validity. Specifically, the panel consisted by academics, experts in export, strategy 
and international marketing fields, who evaluated both the face validity, in terms of whether 
the measures capture the content of the predefined constructs (Bryman & Bell, 2015), and the 
questionnaire design. The academic panel was comprised by the three supervisors of this 
doctoral study, as well as the Loughborough University members comprising the team involved 
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in the study of wider international entrepreneurship issues, for which the questionnaire 
included additional measures.  
 
4.5.2 Main Survey Sample Frame 
The sampling frame used for the present survey was based on a Finnish dataset called 
“Decision makers and influential persons”. The dataset is managed by a firm called JM Tieto 
Oy and it contains an extensive list of exporting companies covering the pre-specified criteria. 
A census of firms with international activities with at least 10 employees was contacted. 
Therefore, no specific probability or non-probability method was selected. Although census 
studies, which target the whole population in a sample frame, are generally considered costly 
and not viable (Malhotra, 2009), the possession of e-mail addresses for all the firms present in 
the database made targeting all of them feasible. Thus, elimination of sampling error was 
expected. 
The study required about 250 responses. A sample size of approximately 250 responses was 
regarded adequate to address basic statistical considerations, such as variability, precision and 
ability to produce confident results (Diamantopoulos & Schlegelmilch, 2000). Given that this 
study targeted a census of Finnish exporters that satisfied the pre-determined criteria, sampling 
error considerations were dismissed. The timeframe given for the administration of the present 
survey was short so that the analysis of the results and the continuation of the present research 
could take place as soon as possible. The survey lasted from 8 to 25 of September 2015. 440 
responses were obtained which resulted in 249 usable responses. The acceptable minimum of 
200 responses was adequately surpassed and the ideal target of 250 responses was 
approximated and almost reached. 
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4.5.3 Characteristics of the Respondents Contacted 
An important criterion for the eligibility of the response was that the respondent had to be 
knowledgeable about the subject matter measured via the items contained in the questionnaire, 
namely the firms’ international export activities. For this purpose, and as mentioned in Section 
4.4.1.11 and Table 4.15, the questionnaire included measures of the job title, the role, the 
knowledgeability, the accuracy, the competency and the confidence of the respondent.  
The job roles and the self-assigned job titles provided in the questionnaire are aligned to the 
predefined respondent’s profile, as described earlier in this chapter. The clear majority of the 
respondents were owners, directors or senior managers, while less than 20% of them were part 
middle or junior level managers or other employees. Specifically, 47.2% of the respondents 
was an owner, chief executive officer or managing directors, 34.8 % a senior manager, 12.4 % 
a middle manager, 2.5% a junior manager and 3.1% reported a different role (sales support, 
officer, senior staff member). The exact job roles provided by the respondents were: manager, 
regional manager, key account manager, chief executive officer, owner, chief strategy officer, 
customer relations manager, export manager, chairman of the board, business director, head of 
business unit, marketing communications manager, marketing director, managing director, 
marketing manager, marketing communication manager, marketing chief, marketing and sales 
manager global area, sales and marketing director, sales managers, sales director and 
accountant, chief financial officer, factory manager, technical sales/exports, product manager, 
vice president, export director, export sales, secretary for exports, export manager, 
entrepreneur. The job profile of this study’s respondents is in line with similar studies of export 
marketing (e.g. Hultman et al., 2011; Kuivalainen et al., 2007).  
Additionally, the evaluation of the respondent’s knowledgeability, the accuracy, the 
competency and the confidence over the answers provided painted a positive picture with 
regards to the reliability of the answers provided. These aspects were measures with 7-point 
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Likert-scales capturing the respondent’s extent of agreement with regards to satisfying the 
above-mentioned aspects. The majority of the respondents agreed that they were 
knowledgeable of the questionnaire’s issues (mean=5.17, standard deviation=1.54), that they 
provided accurate answers to the questions (mean=5.65, standard deviation=1.34), that they 
were competent to answer the questions (mean=5.66, standard deviation=1.49) and, finally, 
that they were confident that the answers reflected the company’s situation (mean=5.57, 
standard deviation=1.36). Table 4.16 summarises the characteristics of the respondents. 
Table 4.16 Respondent’s Characteristics 
Variable Mean S.D. 
Employment role - - 
Knowledge of issues 5.17 1.54 
Accuracy of answers 5.65 1.34 
Competency to answer 5.66 1.49 
Confidence in accuracy  5.57 1.36 
 
The roles of the respondents, their knowledgeability over the issues studied and the accuracy 
of their answers were deemed appropriate to provide confidence in the quality of the data 
obtained and able to support valid results. 
 
4.5.4 Response Rate Enhancement 
A good response rate has been related to the representativeness of a sample and is, therefore, 
of great importance (Bryman & Bell, 2015). The present study employed several suggested 
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ways of improving the rate of the survey responses. First, a brief describing the survey and its 
purpose was included in the e-mail invitation to participate in the study. Providing the 
respondents with survey description is considered as a useful means of improving response rate 
(Bryman & Bell, 2015). Second, the letter introducing the survey ensured the anonymity of the 
respondents, as a means to reassure the confidentiality of the information provided and build 
trust (Dillman, 2009). Moreover, access to the questionnaire was made available instantly after 
following the link provided in the invitation e-mail, in order to facilitate easiness to start filling 
it in (Dillman, 2009). In addition, special attention has been paid to the format of the questions 
so that sharply defined instructions for answering are provided (Bryman & Bell, 2015).  
Further, survey invitations and questionnaire contents, tangible or monetary rewards have 
been indicated as having a positive impact on influencing response rates (Bryman & Bell, 2015; 
Dillman, 2009). Therefore, five i-pad mini 2.32 Gt Tablet computers were drawn among the 
respondents. The research agency was responsible for the draw procedure. Finally, two 
reminders were sent to non-respondents since they constitute a key technique of improving 
response rates (Bryman & Bell, 2015). The first reminder was sent to non-respondents one 
week after the first e-mail, whereas the second one was sent off two weeks later. 
 
4.5.5 Response Analysis  
The data collection took place in September 2015 and lasted from the 8th until the 25th. All 
Finnish firms with international business activity and at least 10 employees were contacted. 
The companies were not pre-contacted; they directly received an invitation e-mail that included 
a short summary of the research. Two reminders were sent throughout the data collection 
process, after 7 and 14 days from the first e-mail, respectively. The first reminder was sent on 
the 15th of September 2015, and the following on the 22nd of September 2015.  In total, 6048 
firms that satisfied the prefixed criteria were targeted but only 5444 e-mail addresses were 
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valid and were successfully delivered. 700 e-mails containing the questionnaire link were 
opened and 500 recipients started filling in the survey, i.e. completed the first question. 
Since one response was required by each firm, multiple responses from a single firm were 
removed and the total number of the remaining responses was 440. The responses kept were 
based on the following criteria. First, the questionnaire obtaining the greater number of items 
answered was preferred to the rest answers coming from the same company. Second, if there 
was a response that appeared to be following a non-desired perspective, this was deleted. For 
instance, a respondent appeared to have answered the questions for a specific production plant, 
whilst a colleague of him appropriately provided responses for the whole firm, as requested by 
the items in the questionnaire. Finally, when compared to their colleagues, two respondents 
appeared to have provided inaccurate and random answers, which followed the exact same 
pattern and at times were identical.  
After carrying-out the appropriate screening procedures and the required missing data 
treatment and data imputation procedure, the above-stated number resulted in 249 usable 
completed questionnaires and a response rate of 4.57%, close to the typical 5% - 20% web 
response rate (Dillman et al., 2009). Furthermore, surveys targeting firm executives face extra 
difficulty to acquire their response, which might further justify a lower response rate (Hunt & 
Chonko, 1987). Nevertheless, on the basis of the ratio of e-mails opened to number of usable 
questionnaires, the rate of the responses returns a much higher 35.6%. This corrected way of 
calculating the response-rate is excluding the non-opened e-mails, which represent 
uncontactable or unreached recipients. 5 companies responded via e-mails to the research 
agency and suggested they were not involved in export activities and were, therefore, non-
eligible to participate in this study. 
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4.5.6 Assessment of Survey Bias 
4.5.6.1 Assessment of Non-Response Bias  
Non – response bias refers to the bias that occurs as a result of the difference between the 
respondents and those who did not respond to the survey (Armstrong & Overton, 1977). The 
response rate of this survey was acceptable but low, as is usually the case for surveys where no 
prior communication with the respondents took place (Maholtra, 2009,). Therefore, there is a 
need to establish that the representativeness of the sample is not affected since non-response is 
considered a major form of sampling bias (Hair et al., 2015).   
For this purpose, the present study employed the technique introduced by Armstrong and 
Overton (1977), to compare early survey respondents with late respondents on the assumption 
that those who responded late will possess similar characteristics to those that did not 
participate in the survey. The duration of the implementation of this survey was significantly 
short. The first reminder was sent only one week after the first email and the second reminder 
one week later. Therefore, it was deemed irrelevant to consider late respondents as those who 
completed the survey after the first notification, as is suggested by Armstrong and Overton 
(1977). In order to fit the duration of the present survey, the first 100 responses were defined 
as early, whereas the last 20 were defined as late. T-tests were conducted to compare the means 
of the two groups for the complete list of variables included in the model.  
Table 4.17 depicts the t-tests output. No significant differences between early and late 
respondents were found at p<0.05 significance level. At the same time, an additional 
comparison was performed splitting the sample according to established practice and 
considering the first 75% as early respondents and the last 25% as late respondents (Sousa & 
Bradley, 2006). This second series of t-tests performed on key model variables confirmed that 
no significant difference between early and late respondents exist, at p<0.05 significance level. 
Therefore, the chance that non-response bias affected this study was ruled out. 
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Table 4.17 Comparison of Early and Late Respondents 
Variables Mean of Early Respondents 
Mean of 
Late Respondents 
Sig. of T-Value 
(2-tailed) 
Customer Value 1.25 1.64 .301 
Quantity of Product Adaptation 16.13 19.53 .915 
Intensity of Product Adaptation 19.07 21.46 .748 
Novelty of Product Adaptation 1.21 1.29 .628 
Export Product Variety 148.18 227.44 .574 
Export Scope 21.59 26.41 .178 
Firm Size 1147.87 1075.04 .449 
Customer Dynamism 0.93 1.02 .978 
Dynamism of Product Regulations 1.09 1.11 .148 
Customer Heterogeneity 1.26 1.13 .296 
Heterogeneity of Product 
Regulations 
1.26 1.25 .629 
Investment Uncertainty 1.27 1.44 .314 
Export experience 31.90 26.30 .349 
Type of Offering (Product/Service) 23.30 32.49 .158 
Type of Business Activity (B2C/B2B) 27.88 37.45 .222 
 
4.5.6.1 Ex-Ante Assessment of Common Method Bias 
Surveys are often bound to error associated with the instrument, such as poor-wording of 
the questions, problematic format and misunderstanding of the information asked (Bryman & 
Bell, 2015). Such instances can lead to the provision of either wrong information or guided 
answers. The result is often a degree of item or scale variance and/or covariance, which is 
known as common method variance and defined as “the variance that is attributable to the 
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measurement method rather than to the constructs the measures represent” (Podsakoff et al., 
2003). High levels of this type of systematic measurement error constitute a serious threat to 
the construct validity and the reliability of the scales and can, subsequently, affect the 
parameter estimates and the results obtained (MacKenzie & Podsakoff, 2012). The present 
study was based on a single informant from each firm and the data was measured by the same 
questionnaire. In other words, the same source was used for the attainment of the data, which 
made common method bias a potential problem (Boso et al., 2013) and was addressed as 
appropriate. 
Chen et al. (2016) highlight that export researchers can take important steps both ex-ante, 
to prevent common method bias while constructing the measurement instrument, and post-
ante, to control for it after collecting the data and during the assessment of the measures 
included in the model. Several procedural instructions provided by MacKenzie and Podsakoff 
(2012) to prevent common method bias were followed during the construction of the survey 
instrument (i.e., the questionnaire). Special attention was paid to the content of the questions. 
The wording used was specifying the information sought in a clear way, multiple options were 
offered when the items were long, and double-barrelled questions that could cause confusion 
and could be skipped were not used. Additionally, the form of the scales used in the 
questionnaire was frequently changed or, alternatively, the scales were reversed, to reduce the 
respondent’s tiredness. Buffer questions often intervened questions of similar format. Finally, 
the questionnaire was pretested with managers to ensure the comprehensibility of the questions. 
Several ex-ante controls for common method variance were performed during the 
assessment of the measures of the questionnaire. These statistical tests employed will be 
presented later in this thesis. 
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4.6 Data Preparation 
Following the data collection step, quantitative research entails processing the data obtained 
(Bryman & Bell, 2015). The data preparation included coding and cleaning. The coding 
procedure followed the instructions suggested by Maholtra (2009).  First, every question item 
included in the survey was given a code. In turn, an SPSS template containing the codes was 
created. The template was handed to the Finnish collaborator and the agency performing the 
data collection and the responses were returned to the reporting researcher in the pre-provided 
template ready for the subsequent treatment. Insofar as the survey was web-based, the data was 
automatically extracted to the template, therefore the screening required to assure accuracy was 
minimal. Relevant procedures for editing the data were performed as instructed by the codes 
created. For instance, questions requiring a yes or no answer where given the values of 0 or 1, 
respectively. The open-ended questions in the questionnaire were mostly asking for count data, 
therefore the exact values were directly attained and needed no further notification. The 
remaining two open-ended question, namely the industry-related item and the opportunity to 
report an alternative job role that the options provided, were treated as appropriate. Data 
consistency checks were performed while cleaning the data and treating the missing values, as 
described in the following section. 
 
4.6.1 Treatment of Missing Data 
Before moving to the next step of quantitative research, which is the data analysis, the data 
had to be treated for missing values. It is important to cope with the data missing in order to 
avoid wasting significant information and statistical power associated with the sample size 
(Peng et al., 2006). Reasons for missing data include non-relevance of the questions to the 
respondents, non-willingness to answer, lack of knowledge over the information requested or 
accidental dismissal and skipping of a response (Diamantopoulos & Schlegelmilch, 2000). 
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Furthermore, it is often the case that long questionnaires might have a degree of values whose 
provision is skipped (Field, 2013). 
 The missing data of the present survey was treated by a combination of manual and 
computerized techniques. First, response cases (i.e. the set of one respondent’s answers) where 
more than 70% of the data was missing were deleted completely. Although some argue that no 
data should be eliminated (e.g. Newman, 2014) others suggest that a high percentage of data 
missing is unacceptable (Diamantopoulos & Schlegelmilch, 2002). This study, therefore, 
adopted a compromise approach by deleting those cases with excessive missing cases. 
 Data imputation, i.e. the method of dealing with the data missing (Peng et al., 2006), 
involved the following procedures. Each incident of data missing from the survey’s variables 
was evaluated individually about whether the information was provided in another part of the 
questionnaire or whether there was a way to assume the omitted answer. Following the manual 
evaluation and the treatment of the missing data per variable, the algorithmic method of 
estimation maximisation (EM) was used. The expectation maximisation method of completing 
missing data employs the EM algorithm which calculates the values missing based on the 
maximum likelihood, by “maximising the complete data log function” (Dong & Peng, 2013). 
Following the completion of the values missing, the data was ready to be analysed. 
 
4.7 Sample Characteristics 
After the final sample was formed, it was important to understand the characteristics of the 
firms comprising this sample. For this purpose, several variables related to firm and export 
characteristics were analysed in terms of their descriptive statistics and the distribution of their 
values. Specifically, firm size, firm experience and product variety (i.e., the number of products 
produced) were observed to understand the company characteristics of the sample size. 
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Additionally, the export department size, the export experience, the export product variety, the 
percentage of sales derived from exports and the export-region destinations were examined to 
understand the export-specific characteristics of the sample. 
 
4.7.1 Firm Size 
Firm size was measured by the number of employees a firm possesses. Table 4.18 illustrates 
the descriptive statistics of the firm size variable. This study’s average number of employees 
was 359 employees, while the smallest mode was 50, the minimum value was 8 and the 
maximum 29,000 employees. 
The distribution of firm size was highly skewed, positively. The standard deviation was high 
and had a value of 1996.23. Most of the companies (90%) comprised of up to 370 employees, 
while the rest ranged from 380 to 7000 employees. The maximum value of 29000 represented 
the high extreme of a very big company.  
Table 4.18 Descriptive Statistics: Firm Size 
Variable Mean Mode Std. Deviation Minimum Maximum 
Firm Size 358.57 50 1996.23 8 29,000 
 
 
4.7.2 Firm Experience 
The firm experience was measured by the years the company has been in business. Table 
4.19 illustrates the descriptive statistics of firm experience. The mean value of the variable was 
42.06 and a mode of 20. The minimum years in business was 4 and the maximum 329. 
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Table 4.19 Descriptive Statistics: Firm Experience 
Variable Mean Mode Std. Deviation Minimum Maximum 
Firm Experience 42.06 20 35.01 4 329 
 
The data comprising firm experience was negatively skewed. The standard deviation was 
35.1. Most of the companies have been in business for up to 100 years (95.2%), while the rest 
for up to 155 years. The maximum value of 329 constituted an extremely high case firm 
experience. 
 
4.7.3 Product Variety 
Product variety expresses the size of activity undertaken by the firms with regards to the 
number of products produced. The average number of products produced for the firms 
participated in the study was 632 (mean of 634.32). The most often provided value was 5, the 
minimum was 1 and the maximum was 30.000 products produced. A summary of the 
descriptive statistics of product variety is provided in Table 4.20.  
Table 4.20 Descriptive Statistics: Product Variety 
Variable Mean Mode Std. Deviation Minimum Maximum 
Product Variety 634.32 5 3,019.64 1 30,000 
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The variable was positively skewed. 90.8% of the cases produced up to 999 products, 
whereas the maximum value of 30,000 constituted a high extreme. The standard deviation was 
2,019.64. 
 
4.7.4 Size of Export Department 
The size of export department demonstrates the importance that firms put in their export 
activities as well as the resources to support their efforts. Table 4.21 depicts the descriptive 
statistics of the size of the export department. The sample comprising this study had an export 
department with 46.13 employees on average. The most reported number of export employees 
(i.e. the mode) was 3, the minimum was 1 and the maximum 2,900. The variable was positively 
skewed. Accordingly, the standard deviation was 226.68.  
Table 4.21 Descriptive Statistics: Size of Export Department 
Variable Mean Mode Std. Deviation Minimum Maximum 
No. of Export Employees 46.13 3 226.68 1 2900 
 
Most export departments (90%) employed up to 40 employees, while there existed two 
distinctively big departments, employing 1500 and 2900 export employees. 
 
4.7.5 Export Experience 
The experience in exporting was measured by the years that a company has been exporting. 
Greater firm experience has been associated with advanced know-how of doing business and 
higher firm performance (Zou & Cavusgil, 1996). Table 4.22 provides the descriptive statistics 
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of the export experience variable. Firms that participated in this study were exporting 27.76 
years on average. The mode was 20 years exporting, the minimum was 1 year and the 
maximum 300 years exporting. 
Table 4.22 Descriptive Statistics: Export Experience 
Variable Mean Mode Std. Deviation Minimum Maximum 
Export Experience 27.76 20 25.78 1 300 
 
Export experience approached a normal distribution. 50.1% of the companies were 
exporting from 20 to 30 years. Only three firms were exporting for more 100 hundred years. 
The standard deviation was 25.78 years. 
 
4.7.6 Export Product Variety 
Export product variety was measured by the number of products exported. Table 4.23 
comprehends the descriptive statistics of the export product variety variable. The average firm 
exported 57 products, while the most usual number of export products among the respondent’ 
firms was 3. The minimum value was 1 product and the maximum products exported were 999. 
Table 4.23 Descriptive Statistics: Export Product Variety 
Variable Mean Mode Std. Deviation Minimum Maximum 
Export Product Variety 56.61 3 166.53 1 999 
 
 Chapter 4: Research Methodology 
 173 
The variable of export product variety was positively skewed. Most of the companies, 
namely 90.8% of them, exported up to 100 products. Two extreme cases of companies 
exporting 900 and 999 products were recorded. The standard deviation was 166.53.  
 
4.7.7 Export Scope 
Export scope was measured by the number of export countries. Table 4.24 summarises the 
descriptive statistics of export scope. Firms that participated in the study exported in 18 
countries, on average. The most frequently reported value of export scope was 10 (which was 
the smallest mode), the minimum was 1 and the maximum was 150. 
Table 4.24 Descriptive Statistics: Export Scope 
Variable Mean Mode Std. Deviation Minimum Maximum 
Export Scope 17.96 10 22.23 1 150 
 
The variable of export scope was slightly skewed, positively. 91.6% of the respondent firms 
were exporting to up to 40 countries. The following 7.2% were exporting to up to 98 countries, 
which in total results in 98.8% of the sample. The case of 150 countries represented a high 
extreme. The standard deviation of export scope was 22.23. 
 
4.7.8 Annual Total Profit Derived by Exports 
The annual total profit derived by export indicates the extent of export profit performance 
in relation to the overall firm performance. Table 4.25 provides a summary of the descriptive 
statistics of annual total profit derived from exports. The average firm accrued 45.67% of its 
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profits from export activities. The most usual case was 50% of profits derived from exports, 
the minimum was 0% and the maximum was 100%. 
Table 4.25 Descriptive Statistics: Annual Total Profit Derived by Exports 
Variable Mean Mode Std. Deviation Minimum Maximum 
Annual Total Export Profit 45.67 50 34.46 0 100 
 
The patterns of the distribution of the annual total profit derived from exports indicated that 
firms vacated all percentiles. Yet again, less of them were profiting on the 4th and the 7th 
percentiles of the distribution. The standard deviation was 34.67. 
 
4.7.9 Export Region 
The firms that participated in the study were asked to provide information about the 
destination of their exports. The respondents were additionally asked to specify the percentage 
of exports that was headed to each world region. The highest percentage of exports appeared 
to land within the geographical proximity of the European continent. On average, firms 
reported that 61% of their exports were destined for Europe, 12% for Eastern Europe, 6% for 
North America, 4% for mainland China and 6% to other Asian countries. The remaining 11% 
of exports were directed by 3% to South and Central America, by 4% to the Middle East, by 
2% to Australia and New Zealand and by 2% to Africa. 
The bar chart illustrated in Figure 4.26 depicts the export regions of the respondent firms. 
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Figure 4.5 Percentage of Exports Per Region 
 
 
4.8 Conclusion  
This chapter offered a detailed overview of the methods that underpinned the present study. 
Ontology and epistemology were discussed, and the research strategy and design were justified 
and described. Sampling issues were addressed. A thorough description of the questionnaire 
design process was provided which included the information under request, the format and the 
sequence of the question, and the mode the survey administration. Following a pilot, the main 
survey was described meticulously with regards to the final form and administration, the 
responses and the methods of dealing with potential sources of non-response bias. The chapter 
concluded with a description of the data treatment process and the provision of the profile of 
the firms comprising the sample. The chapter that follows will describe the first step of the 
basic analysis which entailed selecting the final items that were used and assessing the validity 
and the reliability of the measures employed for the present study.  
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CHAPTER 5  
MEASUREMENT ASSESSMENT 
 
5.1 Introduction 
The present chapter describes the creation of the measurement model designed to provide 
the basis for evaluating the measures utilised by the present study. The evaluation was based 
on the results of an exploratory factor analysis (EFA) and a confirmatory factor analysis (CFA). 
The results of these analyses were used to provide insights for the unidimensionality, the 
reliability and the validity of the constructs. First, an explanation is offered about how each 
analysis performed served in assessing each of the afore-mentioned criteria. Second, the 
outputs of the EFA and the CFA are presented and discussed. Second, the same description is 
performed for the CFA. Finally, descriptive analysis is provided for the measures comprising 
the final measurement model that was subsequently used to test the hypotheses and evaluate 
the structural model. 
 
5.2 Measurement Assessment Strategy & Criteria   
Reassuring the quality of the measures comprising a study is of indisputable importance. 
This is because measures are the basis of the concepts comprising a model; different measures 
represent different concepts and the meaning they bear differentiates one concept from the 
other (Bryman & Bell, 2015).  Figure 5.1 summarises how each criterion was evaluated using 
the two types of analysis for the purposes of this study. All aspects included in the table are 
described in the following sections. 
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Figure 5.1 Summary of the Measurement Assessment Strategy of this Study 
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The evaluation of the characteristics of the measures allows being confident that 
measurement error was kept at a bare minimum (Field, 2013). Measurement error encompasses 
systematic error (which is called bias) and of random error (Diamantopoulos & Schlegelmilch, 
2000). As Diamantopoulos and Schlegelmilch (2000) explain, the systematic error expresses 
the respondents’ consistent positive or negative tendency to answer questions in a certain way 
and random error represents the non-consistent influence of casual situations in the way 
questions are responded. The process of assessing the measures underpinning a research and 
comprising a conceptual model includes evaluating their dimensionality, reliability and validity 
(DeVellis, 2017). The afore-mentioned criteria were assessed by conducting an exploratory 
factor analysis (EFA) and a confirmatory factor analysis (CFA). 
 
5.2.1 Unidimensionality 
The assumption of unidimensionality necessitates that the measures comprising a construct 
represent the same concept and are related to each other (Hair et al., 2010). Evaluating the 
extent to which the items comprising a construct represent one dimension is essential for 
comparing constructs and testing the hypotheses and the model developed (Anderson & 
Gerbing, 1988). Additionally, unidimensionality is a necessary criterion for creating latent 
factors (Schumacker & Lomax, 2010). In this context, both an exploratory factor analysis 
(EFA) and a confirmatory factor analysis (CFA) were utilised to assess the unidimensionality 
of the measures of each construct.  
First, the EFA examined unidimensionality by looking at the inter-item correlations, the 
item-scale correlations, and Bartlett’s test of sphericity. High correlations between the scale 
items indicate that they are underpinned by the same dimension (Field, 2013), and item-scale 
correlations suggest a strong relationship between an individual indicator and the factor itself 
(Field, 2013). Finally, Bartlett’s test of sphericity was employed as a sign of the existence of 
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significant correlations between the variables. Although not a substantial evidence that the 
relationships are strong enough, a significant Bartlett’s test of sphericity is considered a good 
indicator that there does not exist a severe problem in the relationships between the constructs 
(Field, 2013). 
Following, the CFA further assessed the unidimensionality of the measures comprising this 
study. Inter-item and item-scale correlations were, again, assessed. Nevertheless, CFA was 
used as a more comprehensive picture of the unidimensionality of the measures due to the fact 
that, first, all constructs comprising the conceptual model were included in the analysis, and 
second, CFA is considered as a more accurate tool of evaluating dimensionality (Anderson & 
Gerbing, 1988). This latter argument is based on the assertion that CFA allows for accounting 
for the construct external consistency, an aspect that is not possible via other methods 
(Anderson & Gerbing, 1988).  
 
5.2.2 Reliability 
Reliability refers to the extent that a measure is free from random error (Diamantopoulos & 
Schlegelmilch, 2000) and is characterised by consistency (Bryman & Bell, 2015). Specifically, 
it expresses “the degree of consistency between multiple measurements of the variables” (Hair 
et al., 2010). In other words, it captures whether a measuring instrument represents what it is 
supposed to measure independently of the situation (Field, 2013). Reliability is an essential 
condition for the validity of the measures and for obtaining trusted results through model 
testing; however, it is not sufficient (Diamantopoulos & Schlegelmilch, 2000). Reliability 
expressed as internal consistency is vital since it provides confidence for the homogeneity of 
the items that comprise a scale (DeVellis, 2017). Internal consistency refers to multi-item 
constructs (Bryman & Bell, 2015). Both the EFA and the CFA conducted provided criteria for 
evaluating the reliability of the measures.  
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EFA assessed reliability by inspecting the Cronbach’s alpha coefficients, the item-total 
correlations and the item-loadings (Hair et al., 2010). The most common way of evaluating 
scale reliability is by examining the coefficient Cronbach’s alpha (Field et al., 2013). 
Cronbach’s alpha signifies the internal consistency of the measures comprising a questionnaire 
(Field, 2013). Item-total correlations indicate the relation of each indicator to the underlying 
construct (Hair et al., 2010).  
CFA was further used to assess reliability. Martinez-Lòpez et al. (2013) highlight the 
importance of evaluating reliability based not only on Cronbach alpha but also on additional 
aspects such as composite reliability and item loadings.  Composite (or construct) reliability 
applies to multiple-item constructs and represents the extent to which internal consistency 
exists, and the items are reflections of the same latent construct (Hair et al., 2010); therefore, 
it also constitutes a criterion of unidimensionality (Ekinci, 2001). High factor loadings further 
reinforce the confidence in the consistency of the items comprising a scale (Diamantopoulos 
& Siguaw, 2000). 
 
5.2.3 Validity 
Measure validity refers to the ability of an indicator to measure what it was designed to 
measure (Field, 2013) and it is crucial since it reflects the accuracy of the measures used in a 
study (Bryman & Bell, 2015). Along with the assessment of dimensionality and the reliability 
of the measures, the evaluation of validity is also essential (Hair et l., 2010). Measure validity 
necessarily requires measure reliability (Bryman & Bell, 2015). Valid measures are those who 
are not subject to both systematic and random error (Diamantopoulos & Schlegelmilch, 2000). 
The assessment of the measures provides insights with regards to several types of validity, 
namely, face validity, construct validity, convergent and discriminant validity. Face validity 
ensures that the intended content is sufficiently conveyed through the indicator (Bryman & 
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Bell, 2015). Construct validity is the ability of multiple indicators representing the same latent 
construct to manifest the construct (Hair et al., 2010). Convergent validity reflects the 
association between the indicators that correspond to the same constructs, and discriminant 
validity suggests that the measures of different constructs are unassociated with measures of 
other constructs (Hair et al., 201).  
First, EFA was performed to assess aspects of validity. The procedure of evaluating face (or 
content) validity during the measure development was also described in the previous chapter. 
The content evaluation was conducted based on the construct definitions specified. These 
definitions were revisited while deleting items during the EFA process. High item correlations 
and high item loadings were considered as an indication of convergent validity (Hair et al., 
2010). Cronbach’s alpha and item-total correlations also express convergent validity, insofar 
as reliability contributes to convergent validity (Hair et al., 2010). Correlations between items 
representing different constructs and the non-existence of cross-loadings were taken as 
evidence for discriminant validity (Hair et al., 2010). 
Validity was further assessed via the results of the CFA. Factor loadings and their 
significance levels were granted as indicators of convergent validity (Diamantopoulos & 
Siguaw, 2000). Scores of the average variance extracted were calculated to provide a criterion 
of whether the variance explained on average by the items comprising a construct explains the 
construct itself adequately (Hair et al., 2010). Additionally, composite reliability and item 
loadings, as aspects indicating reliability, contributed to the evaluation of convergent validity 
(Hair et al., 2010). Correlations between constructs were inspected; low levels of correlations 
between constructs provided evidence for discriminant validity (Hair et al., 2010). Finally, a 
comparison between the AVE scores and the squared correlations was performed to assess 
discriminant validity (Fornel & Larcker, 1981).  
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5.3 Exploratory Factor Analysis 
Factor analysis is a process of analysing multiple measurement items in order to identify 
fewer underlying factors based on data patterns (Hair et al., 2010; Hair et al., 2015; Long, 
1983). It enables establishing the structure of the data and categorising correlated items into 
dimensional sets, otherwise known as factors (Hair et al., 2010).  
For the purposes of this study, an exploratory factor analysis (EFA) was utilised as a first 
assessment of whether the structure of the items underpinning the multi-item scales employed 
in the questionnaire matches the expected pattern. In other words, EFA was employed in a 
confirmatory way. In this context, the EFA aimed to explore and validate the factors 
underpinning the multi-item scales with the aim to establish the number of items to form each 
factor and, subsequently, to serve as the basis for the creation of summated scales for further 
analysis. Single-item count data, as well as non-metric dummy variables that comprise this 
model, were left out (Hair et al., 2010) and they will be subsequently assessed via the 
confirmatory factor analysis. 
Figure 5.2 Exploratory Factor Analysis Process 
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The general procedure followed was based on the suggestions of Field (2013) and is 
illustrated in Figure 5.2. First, some initial assessment was undertaken. Specifically, the 
adequacy of the sample size was assessed, and the inter-item correlations were examined. The 
sample size is important to establish the reliability of the factor analysis and accordingly the 
importance of the correlation values obtained (Field, 2013). 
Second, the main EFA was undertaken. Since the aim of this EFA included establishing the 
factors underlying the items (latent factors), principal axis factoring was selected as the most 
appropriate method (Field, 2013). Principal axis factoring incorporates both a common and a 
unique part of each indicator; therefore, it is a suitable technique for conducting factor analysis 
(Sharma, 1996). Data was rotated to be simplified and allow for further interpretation (Hair et 
al., 2010). Direct oblimin was chosen as the rotation process appropriate for this EFA. Such an 
oblique rotation method allows factors to correlate and is a suitable approach when the 
variables comprising the model are expected to be related (Field, 2013). Scales were examined 
in sets of expected factors, as well as all together.  
 
5.3.1 Adequacy of Sample Size 
Relationships between variables and scale stability have been associated with the size of a 
sample (Field, 2010). Two basic suggestions for assuming sample size adequacy exist. The 
first criterion is related to the cases to variable ratio. In accordance with this suggestion, ratios 
of 10:1 cases per variable are generally accepted (Hair et al., 2010). The present study 
comprises of 21 items in total, which implies the requirement of 231 cases and constitutes the 
249-case sample adequate to satisfy the case-to-variable ratio criterion. The second criterion 
indicates that the overall sample size determines whether the sample is sufficiently big for the 
analysis to be conducted. In this context, sample sizes with less than 50 observations are not 
factorable (Hair et al., 2010). At the same time, when communalities are greater than 0.6, even 
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samples with fewer than 100 cases shall be considered sufficient. While based on the above-
mentioned criteria this study’s sample of 249 cases shall be adequate, a further indicator, 
namely the Kaiser-Meier-Olkin (KMO) measure of sampling adequacy, will be examined at a 
later stage of the EFA analysis. As recommended by Kaiser (1974), values closer to 1 indicate 
the appropriateness of the sample size to be factor analysed, and values of a 0.5 bare minimum 
shall be accepted. 
 
5.3.2 Preliminary Screening 
Field (2010) suggests that that factor analysis procedure shall start with an initial screening 
of the correlations between the variables. According to the suggestions of Field, a preliminary 
examination of the correlations was conducted to identify values higher than .3, which would 
point to the existence of relationships between the variables, as well as values higher than .9, 
that would indicate multicollinearity in the data.  
In this context, table 5.1 was examined. The bottom part of the table illustrates the one-
tailed significance levels of the Pearson coefficients. The correlations that emerged justify the 
factor analysis that was subsequently performed (Hair et al., 2010).  No signs of problematic 
multicollinearity between these variables appeared. Nevertheless, the singular determinant 
denoted an absolute correlation between the variables and indicated that some item deletion 
might be required in the following steps. 
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Table 5.1 All Scales Correlation Matrix 
ITEMS 1 2 3 4 5 6 7 8 9 10 11 12 13 
1. CUSTVAL1 1                        
2. CUSTVAL2 0.77** 1                       
3. CUSTVAL3 0.68** 0.75** 1                     
4. CUSTVAL4 0.69** 0.72** 0.76** 1                   
5. ADAPNOV1 0.04 0.05** 0.12** 0.10** 1                 
6. ADAPNOV2 -0.01 0.05 0.10 0.07 0.58 1               
7. ADAPNOV3 -0.05 -0.03 0.00 0.01 0.55 0.58** 1             
8. ADAPNOV4 0.01 0.02 0.08 0.11 0.54 0.60** 0.70 1           
9. ADAPNOV5 0.02 0.04 0.06 0.09* 0.55 0.59** 0.66** 0.75** 1         
10. EDYNW1R -0.08 -0.11 0.07 -0.06 -0.01 0.14 0.03* 0.06 -0.04 1       
11. EDYNW2R -0.08 -0.11 0.05 -0.04  0.02  0.12 0.04 0.04 -0.02 0.77** 1     
12. EDYPR1R -0.07 -0.01 0.00 -0.02 0.01 -0.06 0.04 0.01  0.02 0.13 0.18** 1   
13. EDYPR2R -0.10 -0.06 0.00 0.00 0.01 -0.01 0.07  0.06  0.03 0.14 0.23** 0.78** 1 
Determinant =.00 
Notes:  
- One-tailed significance levels are reported: **p<0.01, *p<0.05 
- “CUSTVAL1-4”= Export customer value creation - Item 1-4, “ADAPNOV1-5”= Novelty of export product adaptation - 
Item 1-5, “EDYNW1R-2R”= Customer dynamism - Item1-2, “EDYPR1R-2R”= Regulation dynamism – Item 1-2 
 
 
5.3.3 Main Exploratory Factor Analysis Procedure 
During the main process of the exploratory factor analysis, first, scales of expected factors 
(latent variables) were factor analysed separately. Following their evaluation with regards to 
uni-dimensionality, item interrelationships and internal consistency an overall EFA, including 
all scales and their items, was run. Finally, the EFA model was respecified to incorporate the 
new sets of reduced items and was after re-evaluated. 
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Several aspects of the output of the main EFA analysis were assessed. First, the adequacy 
of the sample size to provide reliable results was evaluated based on the Kaiser-Meyer-Olkin 
(KMO) indicator. Values above 0.5 were accepted, according to the recommendations of 
Hutcheson and Sofroniou (1999), who highlight that the closer the measure is to 1 (ranging 
from 0 to 1), the greater the sampling appropriateness is. Second, the significance of the item 
interrelationships was assessed based on Bartlett’s test of sphericity (Hair et al., 2010). 
Accordingly, a test indicating non-significant correlations (p>.05) would be as a strong sign of 
the absence of relationships (Field, 2013). 
The scree plots were examined to help identify the number of factors to be extracted (Field, 
2013). Eigenvalues greater than 1 were used as an indication of the existence of a factor 
(Kaiser, 1974). The total variance explained by each factor was reported. Finally, individual 
item loadings, as they emerged in the pattern matrix, were inspected. Based on the sample size, 
Stevens (2002) suggests that factor loadings for samples of 200 cases shall exceed the critical 
value of .364, while Hair et al. (2010) indicate that values of 0.5 shall generally be accepted. 
This analysis used the second, more stringent criterion. 
All the above-listed assessments were used to evaluate the output of the overall EFA model, 
as well as the final, re-specified model. 
 
5.3.3.1 EFA for Export Customer Value Creation 
Customer value creation was measured using four items which were all included in an 
exploratory factor analysis using the principal axis factoring technique and oblique direct 
oblimin rotation. The Kaiser-Meyer-Olkin test returned a value of .834, which is meritorious 
according to Hutcheson and Sofroniou (1999). Adequacy of the sample to provide unique and 
reliable results was, therefore, assumed. Bartlett’s test of sphericity was significant (p=0.00). 
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One factor explaining 79.66% of variance emerged out of the analysis of these four items. The 
scree plot also indicated the existence of one factor. According to Kaizer criterion, an 
eigenvalue among 1 was used as the criterion for the presence of a factor (Field, 2013). 
Table 5.2 EFA for Customer Value Creation Scale 
ITEM CODE SCALE ITEM LOADING 
 
Please indicate the extent to which your firm has 
displayed real competency on the following fronts over 
the past 3 years 
 
CUSTVAL1 
Turning an understanding of customers’ needs into a 
strategy for competitive advantage 
.83 
CUSTVAL2 
Ensuring that business objectives are driven primarily by 
export customer satisfaction 
.89 
CUSTVAL3 Creating export customer value .85 
CUSTVAL4 
Responding to changes in foreign customers’ product or 
service needs 
.84 
KMO=.834; Bartlett’s Test of Sphericity=697.356 (d.f.=6), p=.000 
 
All item loadings on the factor exceeded the threshold of 0.5, which is deemed necessary 
for attaining practically meaningful output (Hair et al., 2010). All loadings surpassed the value 
of .364, which is required for the significance of item loadings based on a sample of 200 cases 
(Stevens, 2002).  Table 5.2 illustrates the summary of the EFA results for the customer value 
creation scale. 
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5.3.3.2 EFA for Novelty of Export Product Adaptation 
Novelty of export product adaptation was measured with five items. Table 5.3 summarises 
the results of the exploratory factor analysis.  
Table 5.3 EFA for Novelty of Product Adaptation Scale -Factor Matrix 
ITEM CODE SCALE ITEM LOADING 
 Over the past 3 years, when we modified the features of a 
product to create different product versions we typically 
made: 
 
ADAPNOV1 Novel changes .69 
ADAPNOV2 Cutting edge changes .74 
ADAPNOV3 Radical alterations .80 
ADAPNOV4 Inventive alterations .85 
ADAPNOV5 Creative changes .83 
KMO=.867; Bartlett’s Test of Sphericity=663.447 (d.f.=10), p=.000 
 
KMO test returned a meritorious value of .867 (Hutcheson & Sofroniou, 1999), The test of 
sphericity was significant (p=0.000). The items returned one factor with an eigenvalue higher 
than 1. The percentage of variance explained by the scale items exceeded the recommended by 
Hair et al. (2010) threshold of 60% (68.86%). The item loadings were significant and ranged 
from .688 to .829 and well exceeded the recommended limit of 0.5. 
 
5.3.3.3 EFA for Export Customer Dynamism 
Two items measured export customer dynamism. The KMO test returned a low but 
acceptable value (.500), and Bartlett’s sphericity test was significant, indicating the existence 
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of correlations between the variables significantly different than 0 (Field 2013, p.685). Based 
on the Kaiser criterion (Field, 2013), one factor emerged and total variance of 88.55% was 
explained, satisfying the threshold of 60% suggested by Hair et al. (2010). Both items turned 
an excellent value of .878. Thus, the suitability of the scales for factor analysis, their uni-
dimensionality, and their internal consistency were confirmed. Table 5.4 depicts the EFA 
results for the customer dynamism scale. 
Table 5.4 EFA for Customer Dynamism Scale 
ITEM CODE SCALE ITEM LOADING 
 Over the past three years…  
EDYNW1R Customers’ preferences have changed much .88 
EDYNW2R Customers’ product preferences shifted a lot .88 
KMO=.500; Bartlett’s Test of Sphericity=222.433 (d.f.=1), p=.000 
 
5.3.3.4 EFA for Dynamism of Export Product Regulations 
Table 5.5 EFA for Dynamism of Product Regulations 
ITEM CODE SCALE ITEM LOADING 
 Over the past three years  
EDYPR1R Overall, there have been constant changes in product 
regulations in our export countries 
.88 
EDYPR2R Frequent alterations in product regulations have been 
common across our export countries 
.88 
KMO=.500; Bartlett’s Test of Sphericity=231.464 (d.f.=1), p=.000 
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An exploratory factor analysis was also conducted for the two items that measured the 
dynamism of product regulations. The results are illustrated in Table 5.5. The KMO test 
returned a low but acceptable value .500. The Bartlett’s test of sphericity supported the 
significance of the between-items-correlations. The items contained in the scale explained a 
good 89.02% of total variance. Both item loadings reached a value of .883 and surpassed the 
acceptable levels pre-set (0.5, based on Hair et al., 2010). 
 
5.3.3.5 Initial Overall EFA 
This study’s conceptual model included several single-items measures that were capturing 
count data that could be caught in a straightforward way or dummy variables (e.g., the exact 
number of adapted product versions or the percentage of features adapted). It was not possible 
to run an EFA including the single-item constructs contained in the conceptualised theoretical 
model. These items were excluded from the EFA, as is accepted by Hair et al. (2010). 
Therefore, the overall exploratory factor analysis conducted in SPSS included only the scale 
items. The total indicators measuring the theoretical concepts comprising the conceptual model 
were assessed via the confirmatory factor analysis that took place in LISREL, after the 
completion of the scale assessment in SPSS. 
All scale items, which were tested separately in the preceding section, were added in a 
principal axis factor EFA. The KMO test returned a value of .763, above the .5 criterion 
described by Field (Field, 2013). Therefore, sampling adequacy was assumed. A significant 
Bartlett’s test of sphericity (Chi-square=1860.939, d.f.=78, p=0.000) indicated significant 
correlations between the variables. The scree plot and the eigenvalues obtained suggested the 
existence of four factors. A total of 78.77% of the variance was explained and well exceeded 
the proposed by Hair et al. (2010) minimum of 60% of variance explained. All absolute items 
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loadings were above 0.5, ranging from .685 to .913. Thus, scale internal consistency and 
dimensionality was assumed. Table 5.6 illustrates the findings of the EFA. 
Table 5.6 EFA Before Item Deletion –Pattern Matrix 
ITEM CODE 1 2 3 4 
CUSTVAL1  -.83   
CUSTVAL2  -.89   
CUSTVAL3  -.85   
CUSTVAL4  -.85   
ADAPNOV1 .69    
ADAPNOV2 .74    
ADAPNOV3 .81    
ADAPNOV4 .85    
ADAPNOV5 .83    
EDYNW1R     .91 
EDYNW2R      .84 
EDYPR1R   .86  
EDYPR2R   .90  
KMO=.763; Bartlett’s Test of Sphericity=1860.939 (d.f.=78), p=.000 
 
Even though all scale-items passed the EFA-based measure assessment, a decision was 
taken to keep up to 3 items per scale. This decision was underpinned by the logic that fewer 
indicators support theory better and are suitable for testing complicated models (Hayduk & 
Littvay, 2012). Hayduk and Littvay (2012) recommend using up to three items per latent 
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construct while they indicate that even a single marker item or two items would be sufficient 
to capture the theoretical concepts under exploration. Although Hair et al. (2010) suggest the 
use of multiple items to maximize measure reliability, Hayduk and Littvay (2012) posit that 
fewer or even a single marker item will allow testing more complicated, theory-based models. 
Additionally, Hair et al. (2010), recognize that there exist circumstances that using more 
indicators does not necessarily imply better constructs, a single item is appropriate, such as in 
case that the information under question is straightforward, and the use of three items is 
accepted. In this context, items were re-visited for an additional scan of their content and were 
accordingly deleted to enhance face validity (Hair et al., 2010,).  
The item re-examination focused on the customer value creation and export product 
adaptation constructs. The fourth item of customer value creation (CUSTVAL4) was deleted 
as the one less relevant in terms of content and as the one bearing the second lowest loading. 
Items 4 (ADAPNOV4) and 5 (ADAPNOV5) of novelty of product adaptation were further 
deleted. While item 1 (ADAPNOV1) appeared to be the least well-performing item, bearing 
the lowest loading, it was theoretically defined as the scale marker item, and its existence in 
the scale was deemed necessary. The deletion was based on the working definition of novelty 
of product adaptation, which incorporates novel ways of adapting (i.e. novelty of the adaptation 
procedure) and novelty of the product adaptation outputs (i.e. novel products), either to the 
firm or the market. Hair et al. (2010) support the deletion of items based on theory, even when 
items have significant and high loadings. Therefore, items 4 and 5 were deleted, insofar as they 
focus on capturing the novelty of the process of product adaptation. The procedure of reducing 
the items based on theory enables the consideration of fewer alternative models when 
conducting a confirmatory factor analysis (CFA) (Anderson & Gerbing, 1988), which was the 
next analysis undertaken to assess the full measurement model supporting this research.  
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5.3.3.6 Final EFA 
Following the item deletion, an updated EFA was performed. Table 5.7 summarises the 
results of the final EFA conducted. The determinant of the inter-item correlation analysis was 
0.008, a value greater than the recommended threshold of 0.00001. Adequately high 
correlations between the items were indicated. All item inter-correlations can be seen in table 
5.7.  
Table 5.7 All Scales Correlation Matrix – After Item Deletion  
Determinant=.008 
Notes:  
- One-tailed significance levels are reported: **p<0.01, *p<0.05 
- “ADAPNOV1-3”= Novelty of export product adaptation - Item 1-3, “CUSTVAL1-3”= Export customer 
value creation - Item 1-3, “EDYNW1R-2R”= Customer dynamism - Item1-2, “EDYPR1R-2R”= Regulation 
dynamism – Item 1-2 
 
   1 2 3 4 5 6 7 8 9 10 
1. ADAPNOV1 1                   
2. ADAPNOV2 0.58** 1                 
3. ADAPNOV3 0.55** 0.58** 1               
4. CUSTVAL1 0.04 -0.01 -0.05 1             
5. CUSTVAL2 0.05 0.05 -0.03   0.77** 1           
6. CUSTVAL3 0.12 0.10  0.00  0.68**  0.75** 1         
7. EDYNW1 -0.01  0.14*  0.03 -0.08* -0.11* -0.07 1       
8. EDYNW2  0.02  0.12*  0.04 -0.08 -0.11* -0.05 0.77** 1     
9. EDYPR1R  0.01 -0.06  0.04 -0.07*  0.01  0.00 0.13** 0.18** 1   
10. EDYPR2R  0.01 -0.01  0.07 -0.10* -0.06  0.00 0.14** 0.23** 0.78** 1 
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The inter-correlations of the final items selected for each individual scale are presented in 
Table 5.8. All inter-item correlations were well above 0.5, the minimum acceptable value 
recommended by Hair et al. (2010). 
Table 5.8 Item Correlations of Individual Scales 
Customer Value Creation 
 1 2 3 
1. CUSTVAL1 1 
  
2. CUSTVAL2 0.77** 1 
 
3. CUSTVAL3 0.68** 0.75** 1 
 
Novelty of Export Product Adaptation 
 1 2 3 
1. ADAPNOV1 1   
2. ADAPNOV2 0.58** 1  
3. ADAPNOV3 0.55** 0.58** 1 
    
Customer Dynamism 
 1 2  
1. EDYNW1 1   
2. EDYNW2 0.771** 1  
    
Dynamism of Product Regulations 
 1 2  
1. EDYPR1 1   
2. EDYPR2 0.78** 1  
**Significant at p<0.001 
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Kaiser-Meyer-Olkin test returned a value of .634, surpassing the threshold of .5 (Kaizer, 
1974) and suggested sample adequacy for factor analysis. Bartlett’s test was significant (Chi-
square=1165.859, d.f.=45, p=.000) and indicated between-item correlations significantly 
different from 0. Four factors emerged. The cumulative variance explained was improved to 
reach 82.04%. All absolute values of the item loadings were significant and considerably 
higher than the lower limit of 0.5, ranging from .742 to .926, and suggesting scale quality and 
unidimensionality. Table 5.9 summarises the findings of the final, reduced items EFA. 
Table 5.9 Final EFA (items deleted) –Pattern Matrix 
ITEM CODE 1 2 3 4 
CUSTVAL1 .84    
CUSTVAL2 .9    
CUSTVAL3 .82    
ADAPNOV1   .74  
ADAPNOV2   .79  
ADAPNOV3   .74  
EDYNW1    -.93 
EDYNW2    -.83 
EDYPR1  .86   
EDYPR2  .91   
KMO=.634; Bartlett’s Test of Sphericity=1165.859 (d.f.=45), p=.000 
 
5.3.3.7 Scale Reliability Assessment 
Following the factor analysis, the reliability of the scales was examined. Values above .7 
are generally accepted as reliable; an alpha coefficient above .8 is considered very good, and 
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values above.6 can be exceptionally accepted in the case of psychological variables or 
exploratory studies (Field, 2013; Hair et al., 2010). Table 5.10 illustrates the characteristics of 
each item comprising the four factors that emerged from the final EFA (see the previous 
section). All items bear satisfactory corrected item-total correlations that range from 0.634 to 
0.834. These values are higher than the suggested minimum of 0.3 (Hair et al., 2010), thus, 
they satisfy the prerequisite of a high correlation between an item and the overall factor.  
Table 5.10 Scale Properties & Reliability 
Construct ITEMS Corrected Item-
Total 
Correlation 
Cronbach's 
Alpha 
Mean Standard 
Deviation 
Customer  
Value  
Creation 
CUSTVAL1 0.78 0.89 4.69 1.44 
CUSTVAL2 0.83 
 
4.86 1.35 
CUSTVAL3 0.76 
 
5.07 1.28 
Novelty of  
Product  
Adaptation 
ADAPNOV1 0.64 0.79 3.22 1.53 
ADAPNOV2 0.66 
 
2.71 1.64 
ADAPNOV3 0.6 
 
2.16 1.28 
Customer  
Dynamism 
EDYNW1 0.77 0.87 3.12 1.06 
EDYNW2 0.77 
 
3.24 0.97 
Dynamism of 
Product 
Regulations 
EDYPR1 0.78 0.89 3.28 1.09 
EDYPR2 0.78 
 
3.34 1.11 
 
Cronbach’s alpha coefficients were also inspected. Values above .7 are accepted as reliable; 
an alpha coefficient above .8 is considered very good, and values above.6 can be exceptionally 
accepted in the case of psychological variables or exploratory studies (Filed, 2013; Hair et al., 
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2010). All coefficient alphas were well above the 0.7 threshold of acceptance, ranging from 
0.794 (novelty of product adaptation) to 0.891 (customer value creation). Customer dynamism 
and dynamism of product regulations had Cronbach’s alpha values of 0.869 and 0.887 
respectively. Means and standard deviation values are also illustrated to provide an overview 
of each item properties.  
 
5.4 Confirmatory Factor Analysis 
Hair et al. (2010, p.138) highlight the importance of validating the findings of the 
exploratory factor analysis by conducting a confirmatory factor analysis (CFA), where specific 
relationships between the indicators are determined. Long (1983), highlights the strength of the 
CFA emanating from its ability to incorporate pre-specified variable structures. CFA allows 
for imposing a pre-determined structure of the indicators and their relationships with the 
common factors, grounded in theory and previous knowledge (Sharma, 1996). In contrast with 
EFA, not all factors are allowed to correlate with each other (Hair et al., 2010). Specifically, 
the CFA measurement model gives the opportunity to introduce constraints with regards to 
which factors can correlate with each other, which indicators are caused by which latent 
common or unique factors and, finally, whether these unique factors are inter-related (Long, 
1983). Meanwhile, the latent construct inter-correlations are permitted (Anderson & Gerbing, 
1988). 
The purpose of conducting a confirmatory factor analysis is to verify the measurement 
model and test the underlying theory by confirming the relationships between the theoretically 
grounded constructs and the measured variables (Hair et al., 2010). The results of the CFA 
allowed evaluating how well the data fit the hypothesised conceptual model and appraise the 
validity of the measures based on a series of estimated parameters (Sharma, 1996). Using CFA 
to evaluate the reliability and the validity of the measures is a well-established practice (e.g. 
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Germann et al., 2013; Gnitzy et al., 2017). CFA is theory-based (Hair et al., 2010) and is, 
therefore, considered a more suitable way to evaluate the appropriateness of the overall 
measurement model compared to the EFA (Anderson & Gerbing, 1988; Long, 1983). 
Therefore, it was deemed appropriate to evaluate the entirety of the measures comprising the 
model, including the single item measures that were omitted by the EFA previously conducted.  
 
5.4.1 CFA General Procedure 
The process followed built on the suggestions made by Hair et al. (2010) who recommend 
five CFA stages, starting from providing definitions for the constructs and building and 
designing the measurement model and followed by assessing the reliability and the validity of 
the measurement model and modifying it if appropriate. The constructs involved in this study’s 
measurement model were defined in the previous chapters. The measurement model design is 
associated with specifying the model, the implementation of the CFA entails that an acceptable 
solution is identified and that the parameters are estimated, and the results allow for assessing 
the wellness of fit of the model to the data, as indicated by Long’s (1983) description for 
conducting a confirmatory factor analysis. These processes will be described in the CFA-
related sections that follow. 
The CFA analysis was performed in LISREL 8.7 software, which is suitable for evaluating 
structural relationships based on covariance matrices (Sharma, 1996). Maximum Likelihood 
(ML) was the method used for the parameter estimation.  ML is the most widely used method 
as it creates an output rich in statistics that allow the model fit evaluation (Diamantopoulos & 
Siguaw, 2008). This method “maximizes the parameters, given the data” (Joreskog & Sorbom, 
2001), is unaffected by the scales and it relies on the assumption of normality (Long, 1983). 
Nevertheless, it is often the case that this assumption is violated. However, ML still provides 
robust results when the assumption of normality is violated, provided that sample size is 
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adequate (Anderson & Gerbing, 1988). What is more, when sample sizes are large enough, 
normality should not be an issue (Field, 2013). Additionally, when a model adequately fits the 
data (and is, therefore, thought to constitute a good depiction of the latent 
constructs/relationships in question) all available methods, including ML, are expected to 
produce similar and valid results (Diamantopoulos & Siguaw, 2008). Accordingly, ML was 
deemed appropriate and selected as the method to acquire parameter estimations for this study. 
 
5.4.2 Measurement Model Development 
According to the recommendations of Hair et al. (2010), the CFA process included 
establishing the measurement model to be tested and defining its main elements. First, 
unidimensionality of the latent constructs, supported by the EFA findings, was assumed. A 
unidimensional construct is one that is comprised of indicators only related to one factor (Hair 
et al., 2010). It is of great importance for conducting measurement assessment, and as Anderson 
and Gerbing (1988) highlight, it relies on the criteria of internal and external consistency. 
Nevertheless, as the authors pinpoint, when less than 4 indicators are used in the measurement 
model, measures with external consistency become the only criterion for achieving 
unidimensionality.  
Second, decisions about the number of items per construct were made. As stated previously, 
during the description of the EFA process (Section 5.3.3.5) a decision was made to maintain 
as few indicators as possible. According to the suggestions of Hayduk and Littvay (2012) many 
constructs that were considered straightforward to be grasped (Hair et al., 2010), were 
represented by a single variable, while scales include up to three items. An alternative model 
comprising scales with more items was also designed, tested and compared to the model 
containing the final items selected for each latent construct via the EFA. 
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Finally, the form of the relationship between the constructs and the indicators was 
underpinned by the reflective measurement theory. In this context, observed measures were 
considered as caused by the underlying latent construct (Diamantopoulos & Siguaw, 2000). 
Reflective measures are regarded as manifestations of the latent constructs (Hulland et al., 
2017). All indicators comprising the present measurement model were reflective, and no 
formative scales were used. Due to the choice to use a high number of single-item constructs 
and, in any case, up, to 3 indicators per construct, identification relied upon the overall 
measurement model, through the process where identified and over-identified factors share 
degrees of freedom with those unable to be identified and allow for an overall model 
identification (Hair et al, 2010). 
 
5.4.3 Model Specification 
Model specification entails denoting the number of common factors (i.e. those related to 
more than one item indicators) and unique factors (i.e. those associated with a single indicator) 
which compose the measurement model and specifying their variances and covariances; it 
further involves stating how the observed variables are related to each other, as well to common 
and unique factors (Long, 1983). This process builds linear equations for the constructs 
included in the measurement model (Diamantopoulos & Siguaw, 2000) and is essential to 
validate it (Hair et al., 2010). As part of the design of the CFA model, a SIMPLIS file code 
was created to specify the data structures seeking for confirmation (Hair et al., 2010). Basic 
code guidelines provided by Diamantopoulos and Siguaw (2000) were followed.  
First, the metrics of the latent constructs (factors) were specified (Anderson & Gerbing, 
1988) to set the basis for the model identification. According to established practice, the factor 
loadings for the first item of each latent construct were set at 1 (Hair et al., 2010). Similarly, 
the single item loadings for each unique factor were also set at 1. Error variances for single 
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indicators were set at 0.1. Anderson & Gerbing (1988) posit that single measures are imperfect 
and suggest that error variance is pre-specified. They highlight that most error variance 
determinations are arbitrary and depend on the researchers’ knowledge or judgement. This 
study’s majority of single-item indicators were count data derived from straightforward 
questions. Such items, for example, number of employees, number of export products, and so 
on (see the previous chapter for a complete list of the items included in the model) were 
considered resistant to random error and as such the 0.1 value of error variance was deemed 
representative and accordingly attributed. Consistently, the three single-item Likert-scale 
questions (i.e. customer heterogeneity, heterogeneity of product regulations and investment 
uncertainty) were also given an error variance of 0.1. Error variances of the industry dummy 
variable indicators were set at 0 as it was assumed that they contain no random error. Under 
the same logic, error variance of the type of business and the type of the offering were also set 
at 0. In the case of the dummy variables, one item of each set of variables was omitted. 
Therefore, no equation was included for the printing industry, the items representing B2C 
activities and the item representing the services offered. 
Additionally, variable adjustments were performed to allow for the CFA to run and return 
a proper solution and interpretable results. Although ML estimation technique is independent 
of the metrics used (Long, 1983), LISREL is often not suitable for all types of metrics (Hair et 
al., 2010). Such problems occurred while trying to run the SIMPLIS code due to the count data 
nature of some variables which were taking notably high values (e.g. intensity of product 
adaptation was measured by the percentage of product features adapted and had values that 
were ranging from 0 up to 100) and were causing a system failure and the software could not 
run and return a solution. This might be due to the sensitivity of structural equation modelling 
techniques (SEM), such as the CFA, when different types of scales are used (Hair et al., 2010). 
In such occasions, it is recommended that the scales creating the problems might need 
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normalization (Hair et al., 2010). Field (2013) suggests such normalization can be achieved by 
creating z-scores characterised by means of 0 and standard deviation of 1.  
In this context, z-scores were created for all count data in the model, namely quantity of 
export product adaptation, intensity of export product adaptation, export product variety, export 
scope, firm size and export experience. The rest of the Likert-scale and dummy variables were 
not converted, as this is not essential for ML-based confirmatory factor analysis (Long, 1983). 
It was chosen that no data transformations, such as logarithmic transformations, would be 
performed to the count data comprising the model (e.g., firm size and export scope). This 
decision was taken because when data is transformed in logarithms, geometric means and not 
arithmetic means are compared (Field, 2013), which has conceptual and measurement 
implications on the generalization of the results and affects their interpretation, insofar as it 
must take place in logarithmic and not in actual terms (Jaccard & Wan, 1996). 
Finally, sample size adequacy was considered. The size of the sample is important to 
attribute meaning to the parameters estimated (Anderson & Gerbing, 1988). Sample size 
adequacy considerations have already been addressed in previous sections. Anderson and 
Gerbing (1988) indicate that a higher number of indicators per latent variable make smaller 
sizes adequate, while they specifically name 150 cases as appropriate when factors contain 3 
items. When single indicators are used LISREL might warn about the parameters’ reliability, 
since larger sample sizes might be required. Nevertheless, it is worth noting that as a rule of 
thumb, it is suggested that 200 cases are adequate when utilising maximum likelihood (ML) as 
the method of estimation in SEM (Shah and Goldstein, 2006). Because the dataset of this study 
consisted of 249 cases, corrective computational procedures indicated by the software were 
followed to allow for model convergence. The analysis proceeded, and the model was 
customarily tested, as indicated by established practice (Spirtes et al., 2000). 
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5.4.4 Model Refinement and Fit Assessment 
Two measurement models were compared, according to the item-reduction performed 
during the EFA process described earlier in this chapter (sections 5.3.35 and 5.3.3.6). The 
purpose was to identify which measurement model provides a better fit to the data (Anderson 
& Gerbing, 1988).  
The first model that was tested, labelled as “Initial” model, contained a 4-item export 
customer value created scale, a 5-item novelty of export product adaptation scale and scales of 
2 items each for export customer dynamism and dynamism of export product regulations, along 
with all the rest measures specified in the previous chapter. The initial model returned a 
significant chi-square, although model fit heuristics returned acceptable values. In an attempt 
to uncover a measurement model with improved fit, a process known as search specification 
(Long, 1983) or model re-specification (Anderson & Gerbing, 1988), the refined model, which 
contained the reduced scale items introduced in section 5.3.3.6, was also tested in a CFA. The 
respecification was based on theoretical grounds (Anderson & Gerbing, 1988), since all 
indicators returned acceptable reliability and validity levels during both the EFA and the CFA 
processes. 
Table 5.11 contains a comparison of the two models. The purified model returned an 
improved, reduced, chi-square (Δx2=-144.164, d.f.=96) with a significance level at p=0.01, 
which is closer to, although not higher than, p=0.05. A chi-squared (x2) test with a significance 
level higher than 0.05 (non-significant) would indicate acceptance of the null hypothesis that 
the model fits the data (Diamantopoulos & Siguaw, 2000). However, caution has been advised 
in assessing the fit based solely on the chi-squared test indications (Hair et al., 2010). It is often 
suggested that a more accurate and independent from the sample size and normality levels 
evidence of model fit, based on the chi-square statistic, is relative chi-square (Diamantopoulos 
& Siguaw, 2000). Relative chi-square, derived by χ2 /d.f., was 1.28, a value well below the 
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recommended threshold of 2 and the acceptable range of 2-5 (Hair et al., 2010). The relatively 
large sample size can justify the fact that a statistically significant chi-square was attained. 
Therefore, the chi-square test result was considered an acceptable fit indicator. 
Table 5.11 Comparison of Initial and Final (Purified) Measurement Model 
Model x2 (d.f.) p-value Δx2 RMSEA SRMR CFI GFI 
Initial 350.259 
(257) 
p=0.000  0.038 0.030 0.957 0.925 
Reduced 
Items 
(Purified) 
206.095 
 (161) 
p=0.009 144.164 
(-96) 
0.034 0.025 0.962 0.951 
 
Following, the returned indices of model fit were examined to evaluate the fit of the 
measurement model tested (Sharma, 1996). All model fit heuristics appeared improved in the 
second, purified, model that was tested via confirmatory factor analysis. According to the 
guidelines of Hair et al. (2010) the Root Mean Square Error of Approximation (RMSEA), the 
Standardised Root Mean Squared Residual (SRMR), and the Comparative Fit Index (CFI), 
which constitute both absolute and incremental indices, were examined to assess model fit. The 
Goodness of Fit Index was also checked, according to the suggestion of Sharma (1996).  
RMSEA was lower than 0.08 demonstrating a good fit, whereas standardised RMR was 
considerably lower than the suggested threshold of 0.05. CFI returned higher than the accepted 
value of 0.9. GFI was also close to 1 and higher than 0.9, indicating that the variances and the 
covariances of the measurement model paint a picture similar to the observed covariance 
matrix (Diamantopoulos and Siguaw, 2000). Therefore, it was assumed that the final (purified) 
measurement model developed holds an acceptable degree of fit with the data and the 
evaluation of the parameters estimated can proceed. 
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5.4.5 Evaluation of Reliability and Validity  
A further purpose of conducting a CFA is to assess the reliability and the validity of the 
constructs with an emphasis in assuring the quality of the indicators that represent their 
corresponding constructs (Diamantopoulos & Siguaw, 2000). The parameters estimated and 
returned via the LISREL output offer a wide range of criteria for assessing the reliability and 
validity of the measures. Construct validity was evaluated on the basis of convergent, 
discriminant and face validity (Hair et al., 2010). Face and content validity were established at 
previous stages of the CFA; therefore, the focus of the next sections is to assess the reliability 
and the remaining types of validity contributing to construct validity. 
 
5.4.5.1 Assessment of Convergent Validity and Reliability 
Indicators that contribute to the same construct should be related and share a common variance, 
which is known as convergent validity (Hair et al., 2010). Convergent validity was assessed by 
a detailed inspection of the factor loadings and their significance levels.  
Table 5.12 offers a comprehensive summary of the values attained via the CFA. All factor 
loadings were above the recommended cut-off value of 0.5 and the suggested two-tailed 
significance level of p<0.05 (Diamantopoulos & Siguaw, 2000). As a matter of fact, loadings 
appeared sufficiently high, as the lower value was 0.729 and the significance levels were at 
p<0.01 with the lowest t-value being 8.614. The factor loadings, therefore, suggested the 
existence of convergent validity among the indicators.
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Table 5.12 Standardised Factor Loadings and T-Values  
ITEMS 1* 2 3 4 5 6 7 8 9 10 11 12 13 14 15 
ZNPROD     0.949 (fixed)           
EDIFFNWR          0.962 (fixed)      
EDIFFPRR         0.997 (fixed)       
UINVR           0.967 (fixed)     
ADAPNOV1    0.758 (fixed)            
ADAPNOV2    0.773 (10.308)            
ADAPNOV3    0.729 (9.994)            
CUSTVAL1  0.840 (fixed) 
             
CUSTVAL2  0.918 (16.865) 
             
CUSTVAL3  0.811 (15.015) 
             
EDYNW1        0.765 (fixed)        
EDYNW2        1.000 (8.614)        
EDYPR1            0.827 (fixed)    
EDYPR2            0.947 (10.344)    
ZNV_W50 0.949 (fixed) 
              
ZPPRADAP   0.949 (fixed)             
ZSCOPE      0.949 (fixed)          
ZYRS_EXP             0.945 (fixed)   
ZPROD_P              0.947 (fixed)  
ZB2B_P               0.949 (fixed) 
ZNEMPLOY       0.949 (fixed)         
 
* “1=Quantity”, “2= Value”, “3= Intensity”, “4= Novelty”, “5= Variety”, “6= Scope”, “7= Size”, “8= Customer Dynamism”, “9= Product Regulations Heterogeneity”, “10= Customer Heterogeneity”, “11= Investment 
Uncertainty", “12= Product Regulations Dynamism”, “13= Export Experience”, “14 Type of Offering (Product/Service)”, “15= Type of Business (B2B/B2C)” 
- Note: All loadings of the dummy industry variables were fixed at 1 and returned at 1. In this context, they are omitted from this table to allow for better illustration of the factor loadings that correspond to the 
remaining variables.              
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Convergent validity was further assessed by estimating the average variance extracted 
(AVE).  An item’s variance extracted is the variation of a latent construct that is explained by 
a specific indicator, and AVE stands for “the average squared completely standardised factor 
loading” (Hair et al., 2010). Diamantopoulos and Siguaw (2000) suggest that values of AVE 
higher than 0.5 indicate that the indicators capture more variation that the error terms and 
should, therefore, be accepted. The average variance extracted (AVE) 3 for all measures were 
above 0.5 (lower AVE=0.59) and were therefore taken as an indication of the existence of 
convergent validity which contributes to construct validity. AVE values of the constructs can 
be found reported at the bottom of Table 5.12.  
Finally, according to the recommendations of Hair et al. (2010) reliability criteria were also 
used to assess convergent validity. The CFA output was used to calculate composite reliability 
(CR) 4 by summing up the squared factor loadings of each construct and dividing them by the 
same sum plus the sum of error variance terms. In this context, all multi-item constructs 
comprising this study’s measurement model were evaluated and are illustrated at the bottom of 
Table 5.12. Values that rise above 0.6 are considered as indicators of reliable constructs 
(Diamantopoulos & Siguaw, 2000). The reliability levels acquired were further accepted as an 
indication of internal consistency (Hair et al., 2010). 
 
3 AVE was calculated with the following formula: ρv = (Σλ2) / [Σ λ2 + Σ(θ)], where ρv is the average variance 
extracted, λ are the indicator loadings, θ are the indicator error variances and Σ is the summation over the indicators 
of the latent variable (Diamantopoulos and Siguaw, 2000). 
4 CR was calculated with the following formula: ρc = (Σλ)2/[(Σλ)2+ (Σ(θ)], where ρc is the composite reliability, 
λ are the indicator loadings, θ are the indicator error variances, Σ is the summation over the indicators of the latent 
variables (Diamantopoulos and Siguaw, 2000). 
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5.4.5.2 Assessment of Discriminant Validity 
Discriminant validity is the validation that there exists a substantial degree of distinction 
between what each construct measures (Hair et al., 2010). The guidelines of Hair et al. (2010) 
were followed in order to evaluate discriminant validity of the constructs. First, the correlations 
between them were inspected so that they remain at low levels. No substantially high 
correlations were identified, as can be seen in Table 5.13. Second, the squared correlations 
were calculated and compared with the AVE values.  
The upper part of the diagonal contained in Table 5.13 illustrates the squared correlations. 
A careful examination showed that all AVE values are higher than the squared correlations 
and, therefore, discriminant validity assumptions were further reinforced (Fornell & Larcker, 
1981). 
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Table 5.13 Correlation Matrix and Scale Properties 
Measures (see last note)   1   2   3   4   5   6   7   8   9   10   11   12   13   14   15  
1. Quantity - 0.04 0.10 0.02 0.04 0.03 0.00 0.00 0.01 0.01 0.01 0.00 0.00 0.00 0.00 
2. Value 0.21** - 0.03 0.00 0.00 0.07 0.00 0.01 0.00 0.01 0.03 0.00 0.02 0.00 0.00 
3. Intensity 0.31** 0.16* - 0.11 0.05 0.02 0.00 0.01 0.00 0.00 0.01 0.02 0.00 0.00 0.00 
4. Novelty 0.15* 0.06 0.33** - 0.00 0.00 0.00 0.01 0.01 0.04 0.00 0.00 0.03 0.02 0.00 
5. Variety 0.21** 0.06 0.23** 0.04 - 0.18 0.00 0.00 0.00 0.01 0.01 0.00 0.00 0.00 0.00 
6. Scope 0.18* 0.27** 0.13* 0.03 0.42** - 0.17 0.01 0.00 0.02 0.01 0.00 0.05 0.03 0.00 
7. Size 0.02 0.03 0.01 0.01 0.05 0.41** - 0.00 0.01 0.00 0.01 0.01 0.01 0.00 0.00 
8. Customer Dynamism -0.03 -0.10 -0.10 0.09 -0.05 -0.12* 0.02 - 0.03 0.06 0.03 0.05 0.04 0.01 0.01 
9. Regulation Heterogeneity 0.08 0.03 -0.04 0.11 -0.05 0.06 -0.10 0.17* - 0.14 0.00 0.13 0.00 0.01 0.00 
10. Customer Heterogeneity 0.09 0.10 -0.07 0.20** -0.08 -0.13 -0.02 0.25** 0.37 - 0.03 0.04 0.01 0.00 0.00 
11. Investment Uncertainty -0.10 0.16** -0.09 0.00 -0.08 -0.08 -0.09 0.17* 0.01 0.17 - 0.00 0.04 0.00 0.03 
12. Regulation Dynamism -0.01  -0.07 -0.13* 0.02 -0.06 0.04 0.10 0.23** 0.36** 0.21** 0.03 - 0.00 0.00 0.01 
13. Export Experience 0.00 0.13* -0.06 0.18* 0.05 0.23** 0.11 -0.20** 0.03 0.10 0.19*
* 
-0.03 - 0.03 0.00 
14. B2C Activity 0.01 0.06 0.02 0.14* 0.06 0.16 0.02 -0.12** 0.11 0.00 0.01 0.05 0.17*
* 
-  0.00 
15. Product and/or Service -0.03 0.02 0.04 0.05 0.03 0.02 0.02 -0.08 0.07 0.07 0.16 -0.10 -0.05  0.13*  -  
 Mean  12.71 4.87 17.27 2.70 56.61 17.88 132.40 2.82 3.27 3.54 3.53 2.69 27.76 85.46 83.71 
 Standard Deviation  16.81 1.23 17.97 1.26 166.53 20.31 223.07 0.95 1.23 1.15 1.24 1.03 5.78 29.81 28.28 
 Composite Reliability  n.a 0.89 n.a 0.80 n.a n.a n.a 0.89 n.a n.a n.a 0.88 n.a n.a n.a 
 Average Variance Extracted n.a 0.72 n.a 0.57 n.a n.a n.a 0.80 n.a n.a n.a 0.79 n.a n.a n.a 
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Table Notes:   
-* Correlation is significant at 0.5, **Correlation is significant at 0.01 (2-tailed). 
- Model Fit Measures: x2=206.1 (d.f. = 161), p=0.009, Normed x2=1.39, RMSEA=0.034, Standardised 
RMR=0.025, CFI=0.962, GFI=0.951 
- “Quantity = Quantity of export product adaptation”, “Value = Export customer value creation”, “Intensity = 
Intensity of export product adaptation”, “Novelty = Novelty of export product adaptation”,  “Variety = Number 
of Export Products”, “Scope = Number of export countries”, “Size = Firm size”, “Customer dynamism = Speed 
of change in export customer needs and wants”, “Regulation heterogeneity = Differences in product regulations 
across export markets”, “Customer heterogeneity = Differences in customers’ needs and wants across markets”, 
“’’’Investment uncertainty = Difficulty to predict the outcomes of the firm’s investments”, “Regulation 
dynamism = Speed of change in product-related regulations”, “Export experience = number of years exporting”, 
“B2C activity = percentage of B2C activity based on sales”, “Product = Percentage of sales from products 
(versus services)” 
- The upper part of the diagonal illustrates the squared correlations. 
- Industry dummy variables were additionally added for: Food, Apparel, Textiles, Leather, Wood, Furniture, 
Fixtures, Paper and Allied, Printing, Chemicals, Petroleum, Rubber Plastics, Stone, Glass, Clay, Cement, Metal 
Fabrication, Machines and Equipment, Instrument, Medical, and Optical Goods, Measuring Devices, 
Electronics, Other 
- Dummy variables were used to control for the type of offering (Product and/or Service) and the involvement in 
different type of activities (B2C versus B2B 
- n.a.: Average Variance Extracted and Composite Reliability are not applicable for single item constructs. 
 
 
5.5 Descriptive Analysis of the Measures 
The present section presents a descriptive analysis of the constructs comprising the present 
study. In this context, a brief description is provided about the mean and the standard deviation 
of each variable, the skewness and kurtosis levels, as well as an illustration of their histogram 
of distribution. For the purpose of demonstrating the distribution of multi-item scales, namely 
novelty of export product adaptation, customer dynamism, dynamism of product regulations, 
and customer value creation, single scores were calculated. The calculation was performed by 
summing up the values of each indicator and dividing by the number indicators comprising the 
latent construct. Also, the variables that were negatively worded in the questionnaire, and 
specifically customer heterogeneity, product regulations heterogeneity, customer dynamism, 
product regulations dynamism and investment uncertainty, were reverse coded. 
Although normality is often stated as an assumption that needs to be met to apply 
multivariate analysis (Hair et al., 2010), the present study did not consider normality a 
necessary condition. As explained in Section 5.4.1, maximum likelihood (ML) appears to be 
robust to violations of normality for big sample sizes (Anderson & Gerbing, 1988). Field 
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(2013), highlights that when a sample is adequate, having normally distributed variables should 
not be the cause of any consideration. Especially, when the CFA results indicate that a model 
fits the data, the parameter estimates are expected to be similar and valid even when there exists 
a deviation from normality (Diamantopoulos & Siguaw, 2008). Also, leptokurtic distribution, 
such as is observed in the count data comprising the present measurement model, would lead 
to rejecting the null hypothesis that the model fit the data, if a deviation from normality was 
causing problems, which was not the case while conducting the CFA for the present study 
(Gerbing & Anderson, 1988). This fact reinforces the confidence in the suitability of the data 
for hypotheses testing.  
Besides, the Kolmogorov-Smirnoff (KS) test of normality, which is often utilised, is 
considered inappropriate since it is sensitive even in the smallest departure from normality 
(Field, 2013) and is not recommended. Instead, Field (2013) recommends understanding the 
data by looking at the histograms, the skewness and the kurtosis levels. Finally, if any 
assumption about the extent of deviation from normality is to be made, mostly to describe the 
data comprising this study, there exists the suggestion that skewness values higher than 3 and 
kurtosis values higher than 21 indicate high levels of departure from normality 
(Westetal,1995). In any case, insofar as the sample size is adequate and because of the central 
limit theorem, the betas of the hypotheses testing are not expected to be affected by the 
distribution of the data (Field, 2013) 
 
5.5.1 Export Product Adaptation Quantity 
Quantity of export product adaptation is a count data variable, with a mean value of 37.85 and 
a standard deviation of 122.95. It displayed a positive skewness of 5.62 and a kurtosis value of 
35.75. Both were above the levels of moderate departure from normality.  
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Figure 5.3 Histogram of Quantity of Export Product Adaptation 
 
An inspection of the distribution of quantity of export product adaptation (Figure 5.3) in 
quest of outliers revealed that extreme outlying values were present. Such outliers are often 
associated with non-representative cases, can threaten the detection of existing relationships 
and should be treated to increase the accuracy of the statistical findings (Field, 2013). The 
removal of such extreme cases is suggested as a way to avoid their effect on hindering the 
detection of existing relationships through structural equation modelling (West et al., 1995). 
The method of winsorisation was used as a remedy, as recommended by Field (2013). This 
procedure entails identifying the extreme, unrepresentative, cases and substituting their values 
with the maximum value that precedes them (Field, 2013). Winsorising is advantageous since 
it does not include a reduction of the sample size.  
In this context, winsorisation up to the maximum value of 50 was performed and values 
above 50 were replaced with this value. Values until 50 represented the 89.2% and were present 
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in consistent graduality. In total 27 cases with values above 50 were winsorised, i.e. they were 
substituted with the value of 50. The winsorised version of quantity of export product 
adaptation appeared improved with regards to skewness and kurtosis levels (skewness=1.52, 
kurtosis=.73), which were now within the range of non-extreme deviation from normality. 
Figure 5.4 illustrates the updated histogram of the winsorised version of export product 
adaptation quantity. 
Figure 5.4 Histogram of Winsorised Quantity of Export Product Adaptation 
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5.5.2 Intensity of Export Product Adaptation 
The scale of intensity of export product adaptation had a mean value of 17.27 and a standard 
deviation of 17.97. The scale was positively skewed. The skewness value returned was 2.58 
and the kurtosis value was 8.26. The deviation from normality was within acceptable levels 
Figure 5.5 illustrates the histogram of the distribution of intensity of export product adaptation. 
Figure 5.5 Histogram of Intensity of Export Product Adaptation 
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5.5.3 Novelty of Export Product Adaptation 
The scale of novelty of export product adaptation had a mean of 2.70 and a standard 
deviation of 1.26. It was slightly positively skewed, with a skewness value of .5 and kurtosis 
of -.60. Figure 5.6 illustrates the distribution of novelty of export product adaptation. 
Figure 5.6 Histogram of Novelty of Export Product Adaptation 
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5.5.4 Export Product Variety 
Export product variety variable represents a count data variable. It demonstrated a skewness 
value of 4.52 and a kurtosis value of 21.70, which were indicators of high deviation for 
normality. The violation of normality was deemed in harmony with the nature of the construct 
captured. Figure 5.7 illustrates the histogram of export product variety. 
Figure 5.7 Histogram of Export Product Variety 
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5.5.5 Export Scope 
The variable of export scope had a mean value of 17.88 and a standard deviation of 0.31. 
The skewness value returned was 2.70 and the kurtosis value was 9.94. The level of violation 
of normality was evaluated as acceptable, especially with regards to the nature of the construct 
captured. Figure 5.8 illustrates the histogram of the distribution of export scope. 
Figure 5.8 Histogram of Export Scope 
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5.5.6 Firm Size 
Firm size represents a count data variable. It had a mean of 358.57 and a standard deviation 
of 1,996.23. It was positively skewed with a skewness value of 12.40 and a kurtosis value of 
173.19. It was decided that, since departure from normality is not a problem, the extreme 
outliers that affected the mean value of the variable would not be treated, in an attempt to 
minimize the interference on the data and to keep extreme cases that reflect the real business 
situation and the effect they have on the relationships that this study examines. The 
distributions of firm size are depicted in the histogram illustrated in Figure 5.9. 
Figure 5.9 Histogram of Firm Size 
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5.5.7 Export Customer Dynamism 
The scale of export customer dynamism had a mean of 2.82 and a standard deviation of 
0.95. It had a skewness value of .19 and kurtosis of -.97. Figure 5.10 illustrates the distribution 
of the scale of export customer dynamism. 
Figure 5.10 Histogram of Export Customer Dynamism 
 
 
  
 Chapter 5: Measurement Assessment 
 220 
5.5.8 Dynamism of Export Product Regulations 
The scale of export customer heterogeneity had a mean of 2.69 and a standard deviation of 
1.04. It had a skewness value of .06 and kurtosis of -.90. Figure 5.11 illustrates the distribution 
of dynamism of export product regulations. 
Figure 5.11 Histogram of Dynamism of Export Product Regulations 
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5.5.9 Export Customer Heterogeneity 
The scale of export customer heterogeneity had a mean of 3.54 and a standard deviation of 
1.16. It had a skewness value of .38 and a kurtosis of -.84. Figure 5.12 illustrates the histogram 
distribution of the scale of export customer heterogeneity. 
Figure 5.12 Histogram of Export Customer Heterogeneity  
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5.5.10 Export Product Regulations Heterogeneity 
The scale of export product regulations heterogeneity had a mean value of 3.37 and a 
standard deviation of 1.23. The skewness value was .29 and the kurtosis levels at a value of -
1.06. Figure 5.13 illustrates the distribution of the scale of heterogeneity of export product 
regulations.  
Figure 5.13 Histogram of Heterogeneity of Export Product Regulations 
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5.5.11 Export Investment Uncertainty 
The scale of investment uncertainty had a mean value of 4.47 and a standard deviation of 
1.25. The skewness value returned was .27 and the kurtosis value was -.47. Figure 5.14 
illustrates the histogram of the distribution of novelty of export product adaptation. 
Figure 5.14 Histogram of Export Investment Uncertainty  
 
 Chapter 5: Measurement Assessment 
 224 
5.5.12 Export Customer Value Creation 
The scale of export customer value creation had a mean of 4.87 and a standard deviation of 
1.23. It had a skewness value of -.73 and kurtosis of .54. Figure 5.15 illustrates the distribution 
of the scale of export customer value creation. 
Figure 5.15 Histogram of Export Customer Value Creation 
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5.5.13 Export Experience 
Export experience represents a count data variable. It had a mean of 27.76 and a standard 
deviation of 25.78. It was positively skewed with a skewness value of 5.45 and 51.04. The 
levels of extreme skewness were not deemed worrying since export experience was a control 
variable. Figure 5.16 illustrates the distribution of export experience. 
Figure 5.16 Histogram of Export Experience 
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5.5.14 Type of Offering 
The type of offering variable comprises of two parts, the product offerings and the service 
offerings, measured by the percentage of sales derived by each type of offering. The sum of 
the two variables had to be 100 (%), therefore the two variables were complementary. The 
percentage of products had a mean of 83.71 and a standard deviation of 28.28. It was negatively 
skewed. Specifically, it had a skewness value of 2.07 and a kurtosis value of 3.11. The 
distribution of the percentage of product offerings is depicted in the histogram illustrated in 
Figure 5.17. 
Figure 5.17 Type of Offering: Product 
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Complementary, the mean value of the percentage of export service offerings was 16.29, 
while the standard deviation was equal (SD=28.281) with the standard deviation of the 
percentage of export product offerings. The skewness levels were equal but in the other 
direction, meaning the variable was positively skewed. Figure 5.18 illustrates the histogram of 
the distribution of the percentage of export service offerings. 
Figure 5.18 Type of Offering: Service 
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5.5.15 Type of Business Activity 
The type of business activity variable comprises of two parts, the business-to-consumer 
(B2C) activities and the business-to-business (B2B) activities, measured by the percentage of 
sales derived by each type of activity. The sum of the two variables had to be 100 (%), therefore 
the two variables were complementary. The percentage of B2C activities had a mean of 14.04 
and a standard deviation of 28.981. It variable was positively skewed. Specifically, it had a 
skewness value of 2.052 and a kurtosis value of 2785. The distribution of the percentage of 
B2C activities is depicted in the histogram illustrated in Figure 5.19. 
Figure 5.19 Type of Business Activity: B2C 
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Complementary, the mean value of the percentage of B2B activities was 85.46, while the 
standard deviation was equal with the standard deviation of the percentage of export product 
offerings. The skewness levels were equal but in the other direction, meaning the variable was 
positively skewed. The distributions of the percentage of B2B activities are depicted in the 
histogram of illustrated in Figure 5.20. 
Figure 5.20 Type of Business Activity: B2B 
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5.5.16 Industry 
The distribution of the industries that the companies participated in the study belonged is 
illustrated in Figure 5.21. 4.4% of the companies were in the food industry, 2% in the apparel, 
textile, and leather products industry, 8.8% in the wood products, furniture and fixtures 
industry, 2.8% in the paper and allied products industry. 0.4% in printing, 10% in chemicals, 
petroleum, rubber and plastics, 4.4% in the stone, glass, clay, and cement industry, 10.4% in 
the metal fabrication industry, 27.3% in machines and equipment, 11.6% in instrument, 
medical, and optical goods, and measuring devices, 12.4% in electronics, and 5.2% in other 
industries. 
Figure 5.21 Industry 
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5.6 Chapter Summary 
This chapter allowed the evaluation of the measurement model. The measures were assessed 
with regards to their unidimensionality, reliability and validity. Both EFA and CFA contributed 
to the assessment of the measures. After a minor item-reduction, the purified measurement 
model was found to fit the data appropriately and was validated. Finally, the measures were 
described to provide a comprehensive picture of the shape of the data. Following the proved 
appropriateness of the measures to proceed to further structural equation modelling procedures, 
the next chapter will describe the evaluation of the structural equation model and discuss the 
results of the hypothesis testing.  
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CHAPTER 6  
HYPOTHESES TESTING AND FINDINGS 
 
6.1 Introduction 
The present chapter focuses on evaluating the structural model and testing the hypotheses it 
puts forward as established in chapter 3. Model testing is part of the two-step approach 
suggested by Anderson and Gerbing (1988). Such a method first incorporates evaluating the 
fit of the model to the data and the validity of the constructs, as described in the previous 
chapter, and second suggests conducting the structural model testing (Hair et al., 2010). In this 
context, the present chapter first discusses the assumptions entailed in SEM and the 
appropriateness of SEM and ML for model testing. Issues pertaining to SEM, such as 
multicollinearity and CMV are discussed and the data transformations performed prior to 
running the analysis are presented. After the model is specified and identified, model testing is 
performed, and the results obtained are reported in relation to the hypotheses underlying them. 
 
6.2 Structural Equation Modelling  
Several techniques exist for testing models and hypothesised relationships, for example, 
multiple regression, multivariate analysis of variance, and discriminant analysis of variance, 
canonical analysis. Nevertheless, these methods only allow shedding light on one relationship 
per time (Hair et al., 2010). Structural equation modelling (SEM) is a multivariate analysis 
technique that entails elements of factor analysis and regression since it allows examining 
relationships between observed variables and latent constructs as well as inter-construct 
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relationships (Hair et al., 2010). Additionally, SEM allows the researcher to account for error 
and, thus, to extensively address reliability and validity issues. SEM is also suitable for the 
inclusion of interaction terms and, as such, for the examination of moderating effects 
(Schumacker & Lomax, 201). What is more, SEM has been suggested as a more effective 
model testing method to test various relationships at the same time, compared to the 
multivariate technique of multiple regression (Cheng, 2001).  
Ultimately, SEM was selected as the most suitable technique for testing the model of the 
present research. SEM analysis results can be affected by several aspects. Specifically, 
multivariate normality, linearity of relationships, independence of observations, data 
continuity, outliers, sample size, and multicollinearity constitute assumptions to be met and 
factors that need to be considered when conducting structural equation modelling (Hair et al. 
2010; Schumacker & Lomax, 2010). Each of these factors has been assessed before performing 
the final model testing and the corresponding discussion is presented in the following section. 
 
6.2.1 Basic SEM Assumptions 
The first condition connected with the appropriateness of SEM is multivariate normality, 
insofar as it has been associated with affecting the statistical results obtained (Schumacker & 
Lomax, 2010). As described in Section 5.5 of the previous chapter, small to moderate 
deviations from normality do not pose any threat to the SEM statistics when the sample size is 
adequate (Anderson & Gerbing, 1988; Field, 2013). Skewness and kurtosis levels were 
examined to shed light on the extent of non-normality. Export product adaptation quantity, 
which is the direct effect on customer value creation, was subject to a transformation in order 
to eliminate any potential impact of non-normality on the analysis outcome. The conversion 
will be described in the relevant section later in the chapter (Section 6.2.3). The use of weighted 
least squares (WLS), often suggested as a method that can act as a substitute for non-normally 
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distributed data (Schermelleh-Engel et al., 2003), was discarded, since it requires considerably 
big sample sizes, even surpassing 1000 cases (Diamantopoulos & Siguaw, 2000).  
Since the Maximum Likelihood (ML) method has been found to produce similar results 
compared to other methods even in the presence of non-normality (Anderson & Gerbing, 
1988), ML estimators of non-normally distributed data are considered acceptable (Bentler & 
Choo, 1987), and most of the remaining variables did not demonstrate extreme levels of 
departure from normality, SEM using ML was deemed appropriate for testing the model of the 
present research. Additionally, a big part of the structural model involved the estimation of 
latent moderating effects. Those moderators were represented by residual-centred product 
terms. These terms, otherwise known as orthogonalised residuals, are considered mostly 
normally distributed and, therefore, can provide accurate estimators in the ML method (Little 
et al, 2006).  
Secondly, the linearity of the relationships was assessed. The main hypothesised 
relationship of this study, between quantity of export product adaptation and customer value 
creation, is linear. According to the indication of Schumacker and Lomax (2010) that the 
existence of a curvilinear relationship might be expressed via a lack of correlation between two 
variables, a control for the existence of a quadratic effect was included in the model (and did 
not come out as significant). Additionally, as explained earlier, SEM is appropriate for 
exploring the moderating effects further included in the model of this study.  
Third, in addition to the continuity of the count data, scales and count data comprising this 
study were assumed to be continuous (Jöreskog & Sörbom, 1996). Controls included dummy 
variables which are considered non-metric and categorical (Hair et al., 2010, p. 86; Disatnik & 
Sivan, 2016). Nevertheless, they, too, were assumed to be continuous. This was deemed 
appropriate for two reasons. On the one hand the type of business activity and the type of 
offering included two categories each, nevertheless a percentage of participation in each type 
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was captured, thus attributing continuity to the data obtained. On the other hand, the industry 
dummy variables comprised more than four categories and as such could be used in continuity 
the presupposing analysis method of SEM without imposing any threat to the results (Bentler 
& Chou, 1987). One way or another, the dummy variables were only used to control for their 
impact on customer value creation and were not included in the main hypotheses of the model.  
Fourth, the independence of the sample was reassured by obtaining responses by a single 
respondent from every company (Bendley & Chou, 1987). Therefore, it was assumed that the 
responses obtained by a respondent representing one firm (one case) could not be influenced 
by the responses of another respondent representing another firm (another case). Finally, a 
detailed examination of the distribution of the variables forming the model of this study was 
performed, as presented in Section 5.5 of the previous chapter. Accordingly, the outliers 
identified were assessed. As extreme discrepancies from the general data structure might affect 
the identified relationships (Schumacker & Lomax, 2010), cautious steps of minimizing the 
chances of such an effect were taken and are described later in this chapter (Section 6.2.3).  
 
6.2.2 Sample Size and Power Considerations 
Adequately big sample sizes are essential when conducting structural equation modelling 
in order to reassure the power and the reliability of the parameters estimated (Schumacker & 
Lomax, 2010, p.41). The importance of the adequacy of the sample size is further reinforced 
by its ability to offset the impact of non-normality (Hair et al., 2010). As described in the 
previous chapter in section 5.3.1, big enough sample sizes are needed to establish the 
relationships between the indicators and the latent constructs and estimate the parameters 
(Schumacker & Lomax, 2010).  
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Two major criteria exist when deciding about the adequacy of sample size: the indicator - 
cases ratio and the overall sample size. A ratio of 10:1 cases per free parameters has been 
suggested as appropriate, regardless of the distribution of the data, nevertheless, a ratio of 5:1 
would have also been considered adequate (Bentler & Chou, 1987). This study based its 
analysis on a sample of 249 exporters, which do not meet the cases to free parameters 5 ratio 
criterion. Nevertheless, there exist studies that recommend that a sample consisting of 150 
cases is sufficient for conducting SEM (Anderson & Gerbing, 1988), whereas samples of 200 
cases are generally accepted as appropriate for SEM using the ML method (Boomsma & 
Hoogland, 2001). Conclusively, the 249 cases of the present research were evaluated as 
appropriate for structural equation modelling. In support of the appropriateness of the sample 
size for model testing, the model converged into a proper solution where all model fit indicators 
attained were satisfactory, as will be described later in this chapter (Anderson & Gerbing, 
1988). 
Furthermore, it has been argued that adequate sample sizes reassure statistical power, which 
in turn discards the possibility of type II error, where a wrong hypothesis is mistakenly not 
discarded (Diamantopoulos & Siguaw, 2000). For this purpose, the power test suggested by 
Diamantopoulos and Siguaw (2000), based on the guidelines and the table of MacCallum et al. 
(1996), was employed. The table indicated that the power of the model corresponding to its 72 
degrees of freedom was higher than 0.8 for samples sizes between 193 and 200 cases. Power 
higher than 0.8 generally justifies the appropriateness of the model for statistical analysis 
(Diamantopoulos & Siguaw, 2000). Therefore, the present sample size comprising 249 cases 
was regarded as sufficient and well exceeding the minimum required power for hypotheses 
testing. 
5 The estimation of the free parameters (i.e., variances and covariances) to be estimated was based on the 
formula suggested by Bentler and Chou (1987): p*=p(p+1)/2, where p*=free parameters to be estimated, 
p=number of variables. 
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6.2.3 Data Adjustments 
Although the appropriateness of Maximum Likelihood to support a degree of deviation from 
normality when the sample size is adequate has already been justified, action has been taken 
to minimize any impact caused by non-normality. Jaccard and Wan (1996) propose that when 
non-normality exists the issue can be remedied by adjusting the data. Such changes, they posit, 
might include treating outlying observations (i.e. cases considerably distinct by most the data) 
and/or transforming the data. This type of adjustment is data derived can be performed for 
empirical reasons (Hair et al., 2010). In this context, the winsorised version of quantity of 
export product adaptation was used. The winsorisation, which was performed based on the 
distribution of the data, was described earlier in this thesis, in section 5.5.1  
Additionally, the z-scores of all count data (i.e. variables that were not measured with scales 
or dummy variables) were used in SEM for the purpose of model testing, as described and 
justified in section 5.4.3. This adjustment intended to “cure” convergence problems caused by 
the sensitivity of LISREL to big values and high scale discrepancies, by minimizing the 
variance of the count data variables compared to the scale variables included in the model. As 
described and justified earlier in this thesis, this effect can be achieved by creating z-scores 
(standardised variables) characterised by means of 0 and standard deviations of 1 (Field, 2013). 
Standardisation is an effective way of dealing with scale discrepancy (Long, 1983). Following 
the recommendations to standardise this type of data and minimize their variance to allow for 
model convergence, z-scores were created for quantity of export product adaptation, intensity 
of export product adaptation, export product variety, export scope, firm size and export 
experience. Since ML is scale invariant (Long, 1983), the rest of the variables were entered 
unchanged. 
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6.2.4 Latent Constructs and Interaction Terms 
Single measures were computed and used for the latent variables, namely export customer 
value creation, novelty of export product adaptation, export customer dynamism and dynamism 
of export product regulations. The calculation of single scores was performed using the 
averaged sum of the indicator items that were validated via the CFA. Interactions of quantity 
of adaptation with the hypothesised moderating variables were calculated. The single scores 
and the product terms were created based on the guidelines of Ping (1995) who posits that 
single indicants can represent latent constructs and interactions in structural equation 
modelling. This specification, as Ping (1995) highlights allows a simplified procedure and 
provides reliable results, and proper estimates and data-fit information. Therefore, single 
interaction scores represented all multi-item variables and all interaction terms. Further, in 
accordance with good practice (Germann et al., 2013), the model included a control for the 
quadratic effect of the main independent variable. Therefore, the squared value of export 
product adaptation quantity was also estimated. 
Suggestions exist for calculating factor loadings and error variances for the latent constructs 
and interaction latent constructs. Cadogan et al., (2005) suggest estimating the error variance 
of the latent constructs by using the formula ([1-ρ] * σ2), where ρ=construct reliability and 
σ=sample standard deviation. Ping’s (1995) method additionally offers guidelines for 
specifying the loading and the error term of the latent constructs of the interaction product 
terms with a constant. Initially, factor loadings and error variances of the latent constructs were 
calculated using the formula utilised by Cadogan et al., (2005) and the equations suggested by 
Ping’s second step. Nevertheless, because of the different nature of the variables included in 
the structural model (e.g. count data such as quantity of export product adaptation, scales such 
as novelty of export product adaptation, and dummy variables such as industry) the error 
variance values obtained were disproportionate. Since LISREL is a software sensitive to high 
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or highly disproportionate values, it was impossible to run the model using the estimated values 
and it was decided to give an equivalent error variance to all constructs in order to allow the 
running of the software and model testing. In this context, all loadings were set at 1 
(Diamantopoulos & Siguaw 2000), and all error terms were set at 0.1. This is in accordance 
with the suggestion of Bentler and Choo (1987) of relaxing a constraint when it is not possible 
to fix it at a certain level. The practice of giving the error variances a constant value is further 
in accordance with the guidelines of Anderson and Gerbing (1988) and has been followed by 
other export studies (e.g., Katsikeas et al., 2006). Exceptionally, all error variances of the 
industry dummy variables were set at 0. Since it was unlikely that the respondents were not 
aware of the industry that their companies were operating in and, therefore, the industry was 
corresponding to the real population, the possibility that the industry measure contained 
measurement error was deemed very low. Insofar as the possibility for measurement error was 
very low, it was deemed appropriate to set the error variances at 0. 
 
6.2.5 Treatment of Multicollinearity 
Multicollinearity is a symptom of a problem in the data that occurs when independent 
variables are highly correlated (Grewal et al., 2004). High correlations between the 
independent variables make the variables collinear and might result in an overall statistically 
significant model where no individual variable has a statistically significant impact (Kumari, 
2008). Multicollinearity can affect the statistics obtained by either causing improper results or 
by influencing the correlations between the variables and the inferred relationships 
(Schumacker & Lomax, 2010).  
Multicollinearity in the case of utilising interactions and their product terms is almost 
inevitable (Disatnik & Sivan, 2016). Due to the fact that the model of the present research 
consisted of multiple interaction terms, it was expected that high correlations might emerge 
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between the variables that comprised the interactions and the resulting product terms. 
Correlations, variance inflation factors (VIFs) and condition indices, were used to assess the 
existence of multicollinearity (Kumari, 2008). High correlations between the interaction 
variables and the product terms, variance inflation factors (VIFs), which are based on 
correlations, higher than 10, or condition indices higher than 30, indicate the existence of 
multicollinearity (Chennamaneni et al., 2016). The values were derived directly by SPSS.  
Indeed, high correlations, VIF scores above 10, and condition indices above 30 were detected, 
indicating the existence of collinearity between the predictor variables. 
As Kumari (2008) highlight, treating multicollinearity is essential. Two major approaches 
exist in remedying multicollinearity problems, namely mean-centering, single or double, and 
orthogonalisation (Lin et al., 2010). Mean-centering is a technique that involves transforming 
the interacting variables by subtracting their means (Disatnik & Sivan, 2016; Marsh et al., 
2007). Double-mean-centering is performed by first mean-centering the two variables that 
comprise and interaction, calculate the interaction and then re-centre the product term (Lin et 
al. 2010). An alternative approach, known as orthogonalisation or residual centering, has been 
suggested by Little et al., (2006). The orthogonalisation process involves calculating an 
interaction and then regressing the product term on the variables comprising it with the purpose 
of creating a product term that is uncorrelated to its constituents (Marsh et al., 2007). 
Single mean-centering substantially changes the variables and requires a mean structure, 
orthogonalisation only changes the product term, while double mean-centering is argued to be 
equivalent to orthogonalisation, when the normality condition is satisfied (Lin et al., 2010). Lin 
et al. (2010) claim that orthogonalisation is a complicated procedure when compared to their 
alternative double mean-centering. Nevertheless, Little et al. (2006) suggest that 
orthogonalisation enables obtaining accurate estimates that are directly interpretable and 
generalizable. The mean-centering approach is mostly suggested when normality exists (Lin et 
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al., 2010), while orthogonalisation is considered resistant to deviations from normality and 
linearity (Little et al., 2006).  
Therefore, the orthogonalisation process as suggested by Little et al. (2006) was selected as 
the approach to deal with multicollinearity in the present study. In this context, the interaction 
scores created to represent the moderating variables were regressed on the variables that 
comprised them. For example, a regression was run in which export product adaptation 
quantity and export product adaptation intensity were the independent variables and the 
product term of their interaction was the dependent variable. The output of the regression 
provided the orthogonal and uncorrelated residual terms that could represent the interaction 
and provide accurate estimates of its effect in subsequent analysis (Little et al., 2006).  
The same procedure was followed for all ten interactions representing the moderating 
impact of export product adaptation intensity, export product adaptation novelty, export 
product variety, export scope, firm size, export customer heterogeneity and export product 
regulations heterogeneity, export customer dynamism and export product regulations 
dynamism, and export investment uncertainty. Table 6.1 illustrates the VIF scores before and 
after the orthogonalisation process. The values obtained suggested that the orthogonalisation 
of the product terms resolved the multicollinearity issues present. The inspection of the 
correlations and the condition indices further reinforced the conclusion that multicollinearity 
was eradicated and the orthogonalised interactions could be used for further analysis via 
structural equation modelling. 
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Table 6.1 VIF Values Before and after Orthogonalisation 
Construct VIF  
Before  
Orthogonalisation 
VIF  
After  
Orthogonalisation 
Quantity 125.55 1.32 
Quantity Squared 28.99 1.20 
Intensity 2.97 1.70 
Novelty 1.89 1.33 
Variety 2.61 1.44 
Size 3.17 1.59 
Scope 3.92 3.06 
Customer Heterogeneity 1.95 1.46 
Product Regulations Heterogeneity 2.04 1.58 
Customer Dynamism 2.12 1.28 
Product Regulations Dynamism 2.31 1.37 
Investment Uncertainty 1.99 1.2 
Quantity*Intensity 6.71 1.64 
Quantity*Novelty 13.54 1.45 
Quantity*Variety 3.50 1.39 
Quantity*Size 8.67 4.17 
Quantity*Scope 10.56 3.52 
Quantity*Customer Heterogeneity 19.21 1.82 
Quantity*Product Regulations Heterogeneity 18.25 1.83 
Quantity*Customer Dynamism 19.95 1.28 
Quantity*Product Regulations Dynamism 11.95 1.54 
Quantity*Investment Uncertainty 14.01 1.28 
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Finally, it is worth noting an additional cause of multicollinearity, which is including all 
categories comprising dummy variables. It is, therefore, highlighted that one category of each 
categorical variable must be excluded by the analysis (Wissman et al., 2007). The model of 
this study encompassed controlling for the effects of three categorical variables represented by 
dummies, namely type of offering (product/service), type of business activity, and industry. In 
order to avoid the collinearity instigated by including these variables, one category of each 
variable was excluded. In this context, the participation of services in the offering of the firms 
was excluded from the code representing the type of offering variable, the involvement of B2C 
activities in the type of business activity was excluded from the code representing the type of 
business activity, and the printing industry was excluded from the code representing the 
industry. 
 
6.2.6 Common Method Variance  
As described in chapter 4 (section 4.5.6.1), common method variance can be a problem 
caused by the measurement method. Getting information from a single source, for example 
from the same respondent, has been pointed out as a potential cause of common method 
variance (CMV) (Hulland et al.., 2018). In addition to the ex-ante steps for preventing common 
method bias that have been described in chapter 4, measurement has been further evaluated 
post-ante. For this purpose, two tests have been conducted, namely Harman’s single factor test 
and marker variable test. As Podsakoff et al. (2003) highlight, Harman’s single factor test alone 
cannot be a safe indicator that CMV is not a significant issue. Therefore, all procedures before 
the data collection and all tests after were collectively considered to evaluate CMV.   
First, Harman’s single factor test was employed, using LISREL and CFA, in order to ensure 
that common method variance was not a problem in the present study. Harman’s single factor 
technique tests whether all items consisting a model load on the same factor or whether a single 
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factor model fits the data (Chang et al., 2010). Three different single-factor models were 
employed. Each one was specified to multiple factors and further constrained to only one 
factor. The first set of models included all the multiple-item scales comprising the structural 
model. The second model included all constructs of the model excluding the control variables. 
The third model included the whole final SEM model of this study. Table 6.2 summarises the 
model fit statistics of all three pairs of measurement and Harman’s single factor test models. 
In all three cases, the measurement models evidently outperformed the single factor models, 
thus mapping out the existence of common method bias and reinforcing the assumption that 
CMV was causing any evident problem in this study 
Table 6.2 Fit Statistics Comparison between Measurement and Single Factor Models 
1 The model includes the multi-item scales of novelty of export customer value creation, export product adaptation 
novelty, export customer dynamism and export product regulations dynamism 
2 The model excludes the controls of export experience, type of activity, type of offering and industry. 
3 A constrained (Single Factor) model that contained all the items included in the original CFA measurement 
model could not converge into a solution.\ 
 
Variables Model X2 (d.f.) RMSEA SMRM CFI GFI 
Scales only1 Measurement 31.35  
(29) 
0.02 0.04 0.99 0.75 
Single Factor  595.21  
(35) 
0.25 0.21 0.27 0.68 
Full model2 
(no 
controls) 
Measurement 110.17 
(77) 
0.04 0.04 0.97 0.95 
Single Factor 990.53 
(135) 
0.16 0.15 0.31 0.69 
Full model Measurement 206.10  
(161) 
0.03 0.03 0.96 0.95 
Single Factor3 1612.48 
(464) 
0.01 0.11 0.00 0.71 
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Additionally, the marker variable CFA technique test was employed to further map out the 
existence of CMV. This correlational method is frequently employed with latent constructs and 
SEM and builds on the notion that if a theoretically unrelated variable is included in a survey, 
it should demonstrate zero correlation with other key variables (Lindell & Whitney, 2001; 
Williams et al., 2010). The construct of the magnitude of environmental responsibility was 
used as a marker variable. The marker variable was included in a CFA model along with a 
selection of variables comprising the model of the study, namely export product adaptation 
quantity, customer value creation, export product adaptation intensity, and export product 
adaptation novelty. The marker variable, comprised by two items 6 and defined as the extent to 
which environment responsibility issues had an impact on business behaviour and activities, 
was theoretically unrelated to the remaining variables comprising the model. The correlations 
between the constructs were examined and can be seen in Table 6.3.  
Table 6.3 Marker Variable Model  
Variables Quantity Custval Intensity Novelty Envresp 
Quantity 1     
Custval 0.21** 1    
Intensity 0.30** 0.16* 1   
Novelty 0.15* 0.05 0.33** 1  
Envresp -0.05 -0.02 -0.13 -0.02 1 
-Variables: Quantity=Quantity of export product adaptation, Custval=Customer value creation, 
Intensity=Intensity of export product adaptation, Novelty=Novelty of export product adaptation, 
Envresp=Magnitude of environmental responsibility. 
- 2-tailed significant levels are reported: p<0.05 (t>1.96), p<0.01 (t>2.576)  
 
6 The two items comprising the magnitude of environmental responsibility were: 1) Environmental responsibility 
issues have played a minor role in shaping our firm’s behavior, and 2) Environmental issues have had minimal 
impact on our business’s activity.   
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Zero correlation occurred between the marker variable and the remaining variables. 
Therefore, no evidence for the existence of CMV emerged, thus reinforcing the assumption for 
the appropriateness of the data for model testing. 
 
6.3 SEM and Model Specification 
Structural equation modelling analysis was performed using Lisrel 8.7 statistical package 
(Jöreskog & Sorbom, 2006). Maximum likelihood (ML) was the estimation method used and 
its appropriateness has been justified and discussed both in the previous chapter and in the 
previous sections of this chapter.  
For the purpose of analysing the hypothesised relationships the structural equations 
representing the conceptual model were specified based on the guidelines of Diamantopoulos 
and Siguaw (2000). The code containing the equations was created in and run by a SIMPLIS 
input file. The equations created provided information for the measurement of the endogenous 
and the exogenous latent constructs, as well as for the structural paths. The relationships 
between the latent constructs were free to correlate by default, and the structural paths were 
directional. Additionally, errors within latent constructs and between latent constructs were 
assumed to be independent, as they were inherently not allowed to correlate (Diamantopoulos 
& Siguaw, 2000). 
The conceptual model presented in chapter 3, along with its hypothesised relationships, 
guided the construction of the structural equation. The model, which is again illustrated in 
Figure 6.1, contained one dependent variable (η), namely export customer value creation. 
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Figure 6.1 Model Hypothesised Paths 
 
One structural equation was created to test the model’s hypothesised relationships. The main 
hypothesised linear effect was between export product adaptation and export customer value 
creation, where a positive relationship was assumed (Hypothesis 1). The remaining 
hypothesised relationships pertained to moderating effects on the main-effect mentioned 
above. As described earlier, Ping’s (1995) suggestions for including latent interaction 
constructs were followed. In this context, the product terms of the interactions were included 
in the equation. The variables comprising the interactions were also included in the equation 
and acted as control variables. For example, the moderating effect of intensity of export product 
adaptation on the relationship between quantity of export product adaptation and export 
customer value creation (Hypothesis 2) was represented by the interaction term of the two 
constructs, whereas the intensity variable was further added stand-alone as a control. The same 
procedure was followed for the moderating effects of export product adaptation novelty, export 
product variety, export scope, firm size, export customer heterogeneity, heterogeneity of export 
product regulations, export customer dynamism, dynamism of export product regulations, and 
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export investment uncertainty (Hypothesis 3-11). The addition of the lower level factors (i.e. 
the variables) comprising the interaction was in line with the suggestions of Aiken & West 
(1991) for model parsimony. 
In addition to the main effect, the hypothesised moderating effects, and their constituent 
variables, further controls were included in the structural model. Specifically, the control 
variables of the squared quantity of export product adaptation, export experience, type of 
offering, type of activity, and the industry, were all included in the structural equation created. 
In the case of the dummy variables of type of offering, type of activity and industry, one 
variable of each one of them was excluded (Wissman et al., 2007). 
The structural equation path was created based on the following logic:  
 η1 = γ1ξ1 + γ2ξ2 + ζ1  
where:  
η=endogenous latent variable; 
γ1=the relationship between the exogenous and the endogenous latent constructs;  
ξ=the exogenous latent constructs; 
ζ=the error in the equation. 
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Structural Equation 1: 
Custval = γ1 NumVer + γ2 Intens + γ3 Nvint +γ4 Novel + γ5 Nvnov + γ6 Nprod + γ7 Nvprod 
+ γ8 Scope + γ9 Nvscope + γ10 Size + γ11 Nvsize + γ12 Cusdyn + γ13 Nvcusdyn + γ14 Hetnw 
+ γ15 Nvhetnw + γ16 Dyreg + γ17 Nvdyreg + γ18 Hetpr + γ19 Nvhetreg + γ20 Uinv + γ21 
Nvuinv + γ22 Nvsq + γ23 Yearsex + γ24 Food + γ25 Apparel +γ26 Wood + γ27 Paper + γ28 
Chemical + γ29 Stone + γ30 Metal + γ31 Machine + γ32 Instrum + γ33 Electr + γ34 Other 
+γ35 Perprod + γ36 B2b + Error 
where:  
Custval=Export customer value creation;  
NumVer = Quantity of export product adaptation (quantity); 
Intens = Intensity of export product adaptation (intensity); 
Nvint = Quantity * Intensity; 
Novel = Novelty of export product adaptation; 
Nvnov = Quantity * Novelty; 
Nprod = Export product variety; 
Nvprod = Quantity * Export product variety;  
Scope = Export scope; 
Nvscope = Quantity * Export scope;  
Size = Firm size; 
Nvsize = Quantity * Firm size; 
Cusdyn = Export customer dynamism;  
Nvcusdyn = Quantity * Export customer dynamism;  
Hetnw = Export customer heterogeneity; 
Nvhetnw = Quantity * Export customer heterogeneity;  
Dyreg = Dynamism of export product regulations; 
Nvdyreg = Quantity * Dynamism of export product regulations; 
Hetpr = Heterogeneity of export product regulations; 
Nvhetreg = Quantity * Heterogeneity of export product regulations; 
Uinv = Export investment uncertainty; 
Nvuinv = Quantity * Export investment uncertainty; 
Nvsq= Quantity squared; 
Yearsex = Export experience;  
Food = Food industry; 
Apparel = Apparel, textiles and leather industry; 
Wood = Wood, furniture and fixtures industry; 
Paper = Paper and allied industry; 
Chemical = Chemicals, petroleum and rubber plastics industry;  
Stone = Stone, glass, clay and cement industry; 
Metal = Metal fabrication industry; 
Machine =Machines and equipment industry; 
Instrum = Instrument, medical, and optical goods, and measuring devices industry; 
Electr = Electronics industry;  
Other = Other industries; 
Perprod = Products (type of offering);  
B2B (type of business activity);  
Error = Equation residual term 
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6.3.1 Model Identification 
Identification issues pertain to obtaining a unique identified solution based on adequate 
information, which in turn will serve as the basis of the parameters’ estimation 
(Diamantopoulos & Siguaw, 200). As Diamantopoulos and Siguaw (2000) explain, among the 
three possible identification outcomes, namely under-identification, just-identification and 
over-identification, the latter is the one sought for. They highlight that several procedures assist 
in enabling the identification of a model, such as applying constraints, employing additional 
indicators, and specifying equality between specific constructs. The model specification was 
described in the preceding section.  
The identification of the model took place on the basis of the formula suggested by Bentler 
and Chou (1987). This formula indicates that model over-identification requires that the 
number of free parameters to be estimated must be lower than the variances and the covariances 
of the model (p*=p (p + 1) / 2). The model included one-directional relationships, thus 
representing a recursive model (Diamantopoulos & Siguaw, 2000). The parameters to be 
estimated were 708 which was lower than the value of 741 variances and covariances of the 
variables comprising the model. Consequently, the specified model was over-identified. 
 
6.4 Findings 
6.4.1 Structural Model Assessment 
Table 6.4 illustrates the model fit statistics obtained by the LISREL output after running the 
structural equation model. The full model of this study, containing all 11 hypothesised 
relationships, was compared with a constrained model where all moderating (interaction) 
effects were set at 0 and only direct effects were allowed to be freely estimated. In the 
unconstrained model, all coefficients were permitted to be freely estimated. Such a model 
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comparison is used to enable the identification of the statistical power of the additional effects 
(Aiken et al., 1991). 
Table 6.4 Structural Model Fit  
Model Statistics Structural Models 
 Constrained Unconstrained 
x2 (d.f.) 
121.23 (82) 
p=0.03 
89.66 (72) 
p=0.08 
Δx2 (Δd.f.) - 31.57 (10) 
R2 0.24 0.37 
ΔR2 - 0.13 (p=.00) 
RMSEA 0.04 0.03 
CFI 0.96 0.98 
Standardised RMR 0.02 0.01 
Model AIC 1517.23 1505.66 
 
Note: In the constrained model, the moderating and quadratic effects are constrained at zero 
(ΔR2 significant at p<0.001), suggesting a good model fit.  
 
The full (unconstrained) model displayed a much better fit than the constrained model, as 
demonstrated by the fact that the chi-squared of the constrained model was significant. There 
was a statistically significant reduction in chi-square (p<0.05) associated with moving from 
the constrained model to the unconstrained model, suggesting that the unconstrained model 
outperforms the constrained model in predictive power (Cadogan et al. 2009). The chi-squared 
of the unconstrained model was also non-significant, indicating excellent fit between the 
conceptual model and the data. The variance explained was 13% more than the constrained 
model and all heuristics of model fit (RMSEA, CFI, SRMR, AIC) demonstrated the 
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improvement of fit when the moderating variables were added. The chi-squared of the full 
model was 89.66 with 72 degrees of freedom and non-significant (p=0.08), indicating a very 
good model fit. The variance explained by export customer value created demonstrated highly 
satisfactory levels (37%).  The root mean square error of approximation (RMSEA) was 0.03, 
the comparative fit index was 0.98, and the standardised root mean square residual (SRMR) 
was 0.01, all being within the suggested thresholds and demonstrating good levels of model fit 
(Diamantopoulos & Siguaw, 2000). At the same time, a comparison of the model’s AIC 
returned a lower value than the AIC values of an independence and a saturated model. As 
Diamantopoulos and Siguaw (2000) posit, according to the AKAIKE’s information criterion, 
the AIC value of the model being lower than the AIC values of other models is an indication 
of a good model fit. Since the model fit heuristics returned acceptable values, the model was 
deemed appropriate for hypotheses testing. 
 
6.4.2 Hypotheses Testing 
Following the evaluation of model fit, the hypothesised relationships were examined. Their 
assessment was based on the unstandardised coefficients, the standardised coefficients, and the 
t-values obtained. Since all hypothesised relationships were directional, one-tailed significance 
levels were used as a criterion for the acceptance of a hypothesis (Diamantopoulos & 
Schlegelmilch, 2000). Therefore, the critical t-value for accepting a hypothesis was 1.645 for 
the 5% significance level and 2.325 for the 1% significance level. Results regarding the 
hypothesised paths are illustrated in table 6.5.   
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Table 6.5 Path Estimates 
  
 
Unstand. 
Coefficients 
Standard. 
Coefficients 
t-values Support 
Main Hypotheses     
H1 (+): Quantity  .24 (γ1)  . 19  2.63*** Supported 
H2 (+): Quantity x Intensity  .24(γ3)   .23  2.59*** Supported 
H3 (-): Quantity x Novelty -.18 (γ5)  -.15  -1.91** Supported 
H4 (-): Quantity x Variety -.28 (γ7)  -.28  -3.71*** Supported 
H5 (-): Quantity x Scope -.17 (γ9)  -.16  -0.98 Not supported 
H6 (+): Quantity x Firm Size  .36 (γ11)   .15  0.87 Not supported 
H7 (+): Quantity x Customer 
             Heterogeneity  -.01 (γ15) - .01 -0.15 Not supported 
H8 (+): Quantity x Product  
             Regulations Heterogeneity  .23(γ19)   .22  2.36*** Supported 
H9 (-): Quantity x Customer  
            Dynamism  .33 (γ13)   .23  3.10*** Rejected 
H10 (-): Quantity x Product  
              Regulations Dynamism - .06 (γ17) - .05 - 0.59 Not supported 
H11 (-): Quantity x Investment  
              Uncertainty -.12 (γ21) -.13  -1.89** Supported 
Direct Effect Controls     
Squared Quantity -.24 -.11 -1.43* n.s. 
Intensity  .32  .25  2.66*** Significant 
Novelty -.03 -.03 -0.35 n.s. 
No of Export Products -.27 -.22 -2.67*** Significant 
Export Scope  .23  .23*  1.57* n.s. 
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Notes: 
1. One-tailed tests were used since all hypotheses were directional. 
2. Critical t-value for accepting a hypothesis is t³ |1.645| (p£.05): *** Hypothesis significant 
at p£0.01, ** Hypothesis significant at p£0.05, * Hypothesis significant at p£0.1 (not 
accepted). 
3.. n.s.= non-significant 
4. No industry control demonstrated a significant effect. 
 
 
Unstand.  
Coefficients 
Standard.  
Coefficients 
t-values Support 
Firm Size -.08 -.08 -0.86 n.s. 
Customer Dynamism  .05 -.04  0.55 n.s. 
Product Regulations Dynamism  -.07  .06  -0.78 n.s. 
Customer Heterogeneity -.09 -.08 -1.09 n.s. 
Product Regulations Heterogeneity  .04  .04  0.50 n.s. 
Investment Uncertainty -.19 -.19 -2.84*** Significant 
Export Experience  .03  .02  0.30 n.s. 
B2C Activity   .02  .02  0.25 n.s. 
Product (vs. Service)  .05  .04  0.48 n.s. 
Industry     
Food 1.01 .17 0.78 n.s. 
Apparel   .03 .00 0.02 n.s. 
Wood 1.54 .37 1.21 n.s. 
Paper 2.09 .28 1.59* n.s. 
Chemical 1.55 .39 1.22 n.s. 
Stone 1.85 .32 1.44* n.s.  
Metal 1.48 .38 1.18 n.s. 
Machine 1.07 .40 0.85 n.s. 
Instrum 1.53 .41 1.21 n.s. 
Electr 1.21 .36 0.95 n.s. 
Other 1.77 .32 1.36* n.s. 
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Six out of eleven hypotheses were supported (four of them at the 1% significance level and 
two at the 5% significance level) and one was rejected. A number of controls indicated a 
significant relationship with export customer value creation. Following comes the presentation 
of all the findings regarding the hypotheses formed in chapter 3 and the additional significant 
effects identified.  
 
6.4.2.1 The Effect of Export Product Adaptation 
Export product adaptation was conceptualized as multi-faceted consisting of three different 
facets, namely quantity, intensity and novelty. Quantity concerned the overall amount of 
adaptation undertaken at a firm level and was expected to have a direct main effect on customer 
value creation. The remaining two dimensions of export product adaptation (i.e., intensity and 
novelty) were examined for their moderating effect on the main effect of quantity of export 
product adaptation on customer value creation. 
 
Quantity 
Hypothesis 1: There is a positive relationship between firm-level export product adaptation 
quantity and firm-level customer value creation. 
The first hypothesis (H1) of this study proposed a positive relationship between quantity of 
export product adaptation and customer value creation. The hypothesis was confirmed and 
there emerged a positive relationship (γ1=.24, t=2.63, p<0.01). The control for a potential 
quadratic effect between quantity of export product adaptation and customer value creation 
returned non-significant, thus the existence of an inverted u relationship between the two 
constructs was not supported. 
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Intensity 
Hypothesis 2: The greater the product adaptation intensity, the stronger the positive 
relationship between quantity of export product adaptation and customer value creation. 
Hypothesis 2 declared that intensity of export product adaptation acts as a positive 
moderator, reinforcing the positive main effect. This hypothesis was also corroborated (γ3=.24, 
t= 2.59, p<0.01). Therefore, it was accepted that intensity of export product adaptation 
positively moderates the relationship between quantity and customer value creation. It also 
emerged that intensity exerted a significant direct positive effect on customer value creation 
since the control for its direct effect was significant (γ2=.32, t=2.66, p<0.01).  
 
Novelty 
Hypothesis 3: The greater the export product adaptation novelty, the weaker the positive 
relationship between quantity of export product adaptation and customer value creation. 
Hypothesis 3 predicted a negative moderating impact of adaptation novelty on the export 
product adaptation quantity—customer value creation relationship. This hypothesis was also 
supported (γ5=-.18, t=-1.91, p<0.05). Therefore, it was concluded that higher levels of novelty 
of export product adaptation lessen the effect of quantity on customer value creation. Novelty 
was not found to have any significant direct relation to customer value creation. 
 
6.4.2.2 Moderating Effect of Internal Aspects 
Hypotheses 4-6 were concerned with the moderating effects of internal aspects, namely 
export product variety, export scope, and firm size. Specifically, the structural model tested 
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their impact on the export product adaptation quantity – customer value creation relationship. 
The results regarding the hypothesised effects of the internal to the firm aspects, as presented 
in Table 6.5, are discussed below.  
 
Export product variety 
Hypothesis 4: The greater the export product variety, the weaker the relationship between 
quantity of export product adaptation and customer value creation.  
In line with Hypothesis 4, export product variety was expected to have an adverse 
moderating effect on the link between product adaptation quantity and customer value creation. 
This hypothesis was corroborated (γ7=-.28, t=-3.71, p<0.01). Accordingly, it can be concluded 
that higher levels of export product variety weaken the quantity – customer value creation 
relationship. Additionally, there occurred a strong direct effect of export product variety on 
customer value creation (γ6= -.27, t=-.2.67, p<0.01). 
 
Export scope 
Hypothesis 5: The wider the export scope, the weaker the positive relationship between 
quantity of export product adaptation and customer value creation 
Hypothesis 5 assumed a negative moderating effect of export scope on the relationship 
between export product adaptation quantity and customer value creation. This hypothesis was 
not confirmed, as the path did not come significant (γ9=-.17, t=-0.98, n.s.). The direct effect of 
export scope on customer value creation was also not significant. 
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Firm size 
Hypothesis 6: The greater the firm size, the stronger the positive relationship between 
quantity of export product adaptation and customer value creation. 
Hypothesis 6, which anticipated a positive moderating role of firm size, was also not 
supported. As no significant relationship was found (γ11=0.36, t=0.87, n.s.), no proof was 
found that a bigger firm size strengthens the main effect of quantity on customer value creation. 
The control for the direct effect of firm size on customer value creation was also not significant.  
 
6.4.2.3 Moderating Effect of the External Environment 
Hypotheses 7-11 pertained to the moderating effect of the export environment on the 
relationship between quantity of export product adaptation and customer value creation. Three 
aspects of the environment were considered, namely heterogeneity, dynamism, and 
uncertainty. Specifically, customer heterogeneity, product regulations heterogeneity, customer 
dynamism, product regulations dynamism, and investment uncertainty, were tested via this 
study’s structural model, since they constitute issues highly relevant to the environment of 
export product adaptation. Following are discussed the findings regarding the hypothesised 
moderating effects of the external environment, as presented in Table 6.5 (provided earlier in 
this chapter). 
 
Customer Heterogeneity 
Hypothesis 7: The greater the export customer heterogeneity, the stronger the relationship 
between quantity of product adaptation and customer value creation. 
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Hypothesis 7 posited that export customer heterogeneity has a positive moderating effect 
on the quantity – customer value creation relationship. No significant effect emerged out of the 
hypotheses testing. Thus, H7 was not supported (γ15=.01, t=0.87, n.s.). The control for the 
direct effect of export customer heterogeneity was also not significant. 
 
Heterogeneity of Product Regulations 
Hypothesis 8: The greater the export product regulation heterogeneity, the stronger the 
relationship between quantity of export product adaptation and customer value creation. 
Hypothesis 8 indicated that heterogeneity of product regulations exerts a positive influence 
on the main direct hypothesised effect. This hypothesis was confirmed (γ19=.23, t=2.36, 
p<0.01). It was, therefore, accepted that higher levels of heterogeneity in the export product 
regulations environment strengthen the effect of quantity on customer value creation. No 
significant direct effect of heterogeneity of export product regulations emerged.  
 
Customer Dynamism 
Hypothesis 9: The greater the export customer dynamism, the weaker the positive 
relationship between quantity of export product adaptation and customer value creation. 
Hypothesis 9 assumed a negative impact of export customer dynamism on the quantity of 
export product adaptation — customer value creation relationship. The findings contradicted 
this hypothesis (γ13=.33, t=3.10, p<0.01). Hence, it emerged that a highly dynamic customer 
environment strengthens the positive effect of quantity on customer value creation. Export 
customer dynamism was not found to directly affect customer value creation. 
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Dynamism of Product Regulations 
Hypothesis 10: The greater the dynamism of export product regulations, the weaker the 
positive relationship between quantity of export product adaptation and customer value 
creation. 
Hypothesis 10 concerned the moderating effect of export product regulations dynamism, 
which was presumed to be negative. This hypothesis did not find support in the findings (γ17=-
.06, t=-0.59, n.s.). Similarly, export product regulations dynamism was not found to exert a 
direct influence on customer value creation.  
 
Investment Uncertainty 
Hypothesis 11: The greater the export investment uncertainty, the weaker the positive 
relationship between quantity of export product adaptation and customer value creation. 
The final hypothesis (H11) postulated that export investment uncertainty acts as a negative 
moderator on the direct hypothesised effect. Findings confirmed this hypothesis (γ21=-.12, t=-
1.89, p<0.05). Consequently, it was accepted that higher levels of investment uncertainty 
contribute to a weaker relationship between quantity of export product adaptation and customer 
value creation. Furthermore, investment uncertainty was found to have a direct negative 
relationship with customer value creation (γ20=-.19, t=-2.84, p<0.01). 
 
6.4.2.3 Controls 
The structural model contained additional controls for the effects of export experience, the 
type of offering, the type of activity, and the industry, on customer value creation. Although 
such firm and product characteristics have often been associated with financial and/or export 
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performance outcomes (Theodosiou & Leonidou, 2013), none of these controls appeared to 
have a direct influence on customer value creation, as can be seen in table 6.4.  
 
6.4.2.4 Plots of the Moderating Effects 
Based on the SEM findings, the initial structural equation 1(as presented in section 6.3) now 
becomes the equation 2 presented below:  
Custval = 0.24 * NumVer + 0.32* Intens + 0.24 * Nvint - 0.18 * Nvnov – 0.27 * Nprod - 0.28 
* Nvprod + 0.33* Nvcusdyn + 0.23 * Nvhetreg + γ17 – 0.19 * Uinv - 0.12* Nvuinv + Error 
where:  
Custval=Export customer value creation;  
NumVer = Quantity of export product adaptation (quantity); 
Intens = Intensity of export product adaptation (intensity); 
Nvint = Quantity * Intensity; 
Nvnov = Quantity * Novelty; 
Nprod = Export product variety; 
Nvprod = Quantity * Export product variety;  
Nvcusdyn = Quantity * Export customer dynamism;  
Nvhetreg = Quantity * Heterogeneity of export product regulations; 
Uinv = Export investment uncertainty; 
Nvuinv = Quantity * Export investment uncertainty; 
Error = Equation residual term 
 
The above equation is used to plot the moderating effects of intensity of export product 
adaptation, novelty of export product adaptation, export product variety, product regulations 
heterogeneity, customer dynamism, and investment uncertainty. For each plot, high and low 
values of each moderating variable are used, while the remaining constructs take mean values 
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when they constitute scale variables, or median values when they consist of skewed (count) 
data. Appendix F depicts the plots for each significant moderating effect. 
 
6.5 Chapter Summary 
 This chapter offered a thorough description of the evaluation of the structural equation 
model. First, assumptions related to conducting SEM and using the maximum likelihood 
technique were addressed. The appropriateness of the technique for model testing was 
established. Following, the steps undertaken prior to SEM were described. Specifically, an 
overview was offered about how data transformations were performed as appropriate, how 
multicollinearity was assessed and remedied, how CMV was evaluated, and how interaction 
terms were created. Finally, the findings of model testing were presented.  
The results supported the existence of a positive linear relationship between quantity of 
export product adaptation and export customer value creation. Among the moderating effects 
tested, six significant effects on the above-mentioned relationship emerged. Specifically, 
intensity of export product adaptation emerged as a positive moderator, whereas novelty of 
export product adaptation and export product variety appeared as negative moderators. Aspects 
of the external environment also turned out exerting both positive and negative influences on 
the quantity–customer value creation relationship. Export product regulations heterogeneity 
emerged as a positive moderator and export investment uncertainty as negative. The hypothesis 
regarding export customer dynamism was contradicted and customer dynamism turnout out to 
positively moderate the quantity—customer value creation relationship. The hypotheses 
regarding the moderating effects of export scope, firm size, customer heterogeneity, and 
product regulations dynamism found no support. Interestingly, a number of lower-level 
controls were found to have a significant direct effect on customer value creation. All findings 
were reported in detail and will be discussed in the following chapter.   
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CHAPTER 7  
DISCUSSION AND CONCLUSIONS 
 
7.1 Introduction 
In this chapter, the findings are discussed in relation to how they contribute to the theory 
development as well as their implications for managerial practice and policy-makers. 
Limitations are further recorded and directions for future research related to theory, method, 
and practice are considered. Finally, concluding remarks are provided to close the thesis. 
 
7.2 Discussion  
7.2.1 Theoretical Implications 
The purpose of this study is to enhance the international marketing strategy knowledge by 
addressing the lack of agreement with regards to whether product adaptation or standardisation 
is the optimal solution for firms operating in export markets. In this context, several theoretical 
contributions stem from the findings of this study. A fresh, multi-faceted approach of export 
product adaptation, comprising quantity, intensity, and novelty, is adapted and the differential 
effect of each facet on creating customer value are explored. This approach makes two major 
contributions. First, the exploration of how customer value creation is affected by a product 
adaptation aspect (namely quantity of export product adaptation) and, second, the consideration 
of different adaptation aspects, their distinct role and their differential effects. At the same time, 
the study has investigated how the relationship between export product adaptation and 
customer value creation is affected by internal and external moderators that either strengthen 
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or weaken the above-mentioned relationship. Thus, a third important addition to theoretical 
knowledge is illuminating the role of internal and external contingencies that influence the 
effect of export product adaptation quantity on customer value creation. The findings and 
contributions that this study makes to international marketing theory are discussed in the 
sections that follow. 
 
7.2.2 The Product Adaptation - Customer Value Creation Link 
This study extends the extant theory by examining the effect of export product adaptation 
on a so far unexplored, customer-related outcome, namely customer value creation. Although 
the market and financial consequences related to marketing strategy adaptation and product 
adaptation are explored thoroughly (e.g., Sousa et al., 2014; Tantong et al., 2010; Zou & 
Cavusgil, 2002), few studies, only, account for customer outcomes. When customer outcomes 
are included, they are only examined as part of composite measures, combining market, 
financial and performance indicators (e.g., Chryssochoidis & Wong, 2000; Hultman et al., 
2009; Schilke et al., 2009). Therefore, how international marketing strategy impacts customer-
specific outcomes remains untraced; and so is the effect of export product adaptation on 
creating customer value. 
This is despite adaptation being theoretically linked to value creation (Birnik and Bowman 
2007; Ryans et al., 2003; Steenkamp, 2014). To the author’s best knowledge, this study 
examines, for the first time, the first empirical link between export product adaptation quantity 
and customer value creation. Therefore, the results of this study provide empirical evidence for 
a long-standing contention of the international marketing strategy literature that product 
adaptation is associated with customer value (Slater & Narver, 1994). The findings empirically 
substantiate the proposition put forward by the attribute-based view of customer value and the 
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means-end theory (Gutman, 1982; Möller, 2006; Zeithalm, 1988) that product attributes 
represent sources (means) possessed by firms that enable them to create and offer the values 
sought by their customers. The more the firms adapt their products to satisfy different 
customers’ needs (i.e. high quantity of export product adaptation), the more they provide the 
customers with the value that they are seeking; consistent with the proposition of Wikström & 
L’espir Decosta (2018) that companies’ emphasis on product development and assortment 
aspects, such as export product adaptation quantity, intensity, and novelty, is a means to create 
value for customers. In other words, product adaptation serves as a tool to provide customer-
oriented product attributes, for instance through design changes that create the value sought by 
customers. 
 
7.2.3 The Differential Effect of the Multiple Facets of Export Product Adaptation 
The central contribution to theory made by this study lies in the adoption of a multi-faceted 
approach to the study of export product adaptation.  The lack of empirical agreement of whether 
adaptation or standardisation leads to better performance is largely due to the semi-
conceptualization of the issue at hand (Theodosiou & Leonidou, 2003). Adding to the 
investigation of adaptation as a unidimensional construct, this study sought to reconceptualise 
the phenomenon of adaptation. The new conceptualisation offered in this thesis builds on the 
existing conceptualisation of adaptation. The prior extant literature captures either the overall 
extent of marketing strategy adaptation and includes product adaptation in this measurement 
as part of the adaptation of the marketing mix, or explicitly grasps the adaptation of products 
by the degree to which product features are adapted (i.e. the extent of product adaptation) (e.g 
Cavusgil et al., 1993; Hultman et al., 2009; Katsikeas et al., 2006; Navarro-García et al., 2014; 
Viswanathan & Dickson, 2007). Collecting additional insights from the export strategy, 
international marketing strategy and innovation literature, three facets of adaptation are 
 Chapter 7: Discussion and Conclusions 
 266 
identified by the present study: quantity, intensity, and novelty of export product adaptation. 
The differential effect of each aspect for customer value creation is explored and uncovered 
for the first time. Such multi-dimensional examination of product adaptation allows for a fine-
grained examination of the implications that each dimension has on performance. The role of 
each product adaptation aspect is traced, and it is proved that not all aspects affect customer 
value creation in the same way. The implications of each aspect of product adaptation are now 
discussed in detail. 
 
7.2.3.1 Quantity of Export Product Adaptation 
First, for firms operating in export markets, greater levels of product adaptation quantity 
across their portfolio of export products, result in increased export customer value creation. 
This finding is in line with other studies that find a positive empirical link between adaptation 
and strategy outcomes (e.g. Aulakh et al., 2000; Brouthers & Nakos, 2005; Navarro-García et 
al., 2014). When adapted products are provided in the export markets, different customers’ 
needs and wants are covered, and more customers can be reached and have their preferences 
satisfied.  
The positive relationship between export product adaptation and customer value creation is 
consistent with the notion that products that are changed to meet foreign markets requirements’ 
and customers’ needs generate valued offerings (Cavusgil et al., 1993). Higher levels of 
quantity of export product adaptation for export purposes enable exporters to offer to customers 
products that contain value-adding attributes and, in turn, increase the perceived benefits that 
customers associate with the final adapted export offering. This capacity of the firm to create 
promising value offerings relates to a perceived positive “benefits minus costs” equation for 
its customers (Garaerdts, 2012). This is supported by the attribute-based view of customer 
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value, which contends that those firms that offer to customers the attributes that represent to 
them sources of value, are those firms which create value (Leroi-Werelds et al., 2014).  
In contrast with other aspects of firms’ export performance, which have been associated 
with a negative quadratic relationship with export strategy or strategic orientation (e.g., 
Cadogan et al., 2009; Oliveira, 2015), the control of the quadratic effect of export product 
adaptation quantity on customer value creation is non-significant. For instance, although 
positive financial outcomes gained through product adaptation would be reversed from one 
point on, where adaptation becomes financially unbearable and cannot be supported by the 
firms’ resources, this sweet spot does not apply in the case of providing customer value. In 
essence, the more the companies adapt their products to the needs of the export customers, the 
more customer value they are able to create. When providing superior and enhanced levels of 
customer value is the ultimate strategic goal pursued by the company, a strategy of high export 
product adaptation quantity must be followed as the pathway to accomplish such a goal, despite 
the high resource demands associated with it.  
 
7.2.3.2 The Moderating Effect of Intensity of Export Product Adaptation 
Second, while quantity of adaptation directly influences customer value creation, the 
intensity of how a firm modifies each product to create different versions for its export markets 
is found to positively moderate the above-mentioned relationship. The positive effect of 
quantity on customer value is magnified when product adaptation intensity is high (i.e. the firm 
offers highly tailored products to its export customers). It appears that when a high number of 
different export product versions is combined with substantially changing the products to 
satisfy different customer needs in different markets, the positive influence of quantity of 
adaptation becomes even greater. This acts as a further confirmation of the attribute-based view 
of value since the addition of value-adding attributes performed via export product adaptation 
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intensity boosts the perceived product benefits; enabling stronger customer value creation 
(Gutman, 1982; Zeithalm, 1988).  
Additionally, the positive moderating role of adaptation intensity can also be explained by 
the customer value hierarchy theory (Berghman et al., 2006). Adapting more within a product 
to offer a version remarkably different than the original version is associated with a higher 
degree of modification of the expected and augmented levels of the product. This in turn allows 
the firm to target the higher levels of the customer value hierarchy (Levitt, 1980). In this 
context, higher intensity of product adaptation both enhances the ability of high quantity of 
export product adaptation to create value and acts as a direct antecedent of customer value 
creation. 
As is confirmed by the significant effect of the control of the impact of intensity on customer 
value creation, the firm’s tendency to modify many product features (i.e. high intensity of 
export product adaptation) has a significant positive effect on customer value creation; 
regardless of the quantity of product adaptation. This finding is aligned to the attribute-based 
view of the firm that posits that product attributes are value-bearing (Leroi-Werelds et al., 
2014) and help firms transfer it to customers, by serving as the means for firms to create value 
(Zeithaml, 1988). The emerging significant direct effect of the intensity of product adaptation 
highlights that firms that adapt many product features and are, therefore, adaptation intensive, 
enhance their customer value creation. 
 
7.2.3.3 The Moderating Effect of Novelty of Export Product Adaptation 
Third, contrary to the positive moderating effect of intensity of export product adaptation, 
novelty is found to exert a significant negative effect on the quantity-customer value creation 
relationship. The negative moderating effect of novelty highlights the differential role of the 
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different aspect of product adaptation. Although adapting products in novel ways (e.g., by 
adding new features) can allow the firm to target new customer niches, thereby potentially 
providing higher levels of customer value (Levitt, 1980; Möller, 2006), it also requires a 
substantial amount of resources (Szymanski et al., 2007). Indeed, novelty of adaptation is an 
adaptation dimension that is highly associated with innovativeness and is, thus, resource 
intensive. Such increased resource commitment is in conflict with the resources needed for 
providing increased quantity of product adaptation, due to the constrained availability of 
resources (Andersén, 2011). As a result, firms that attempt to simultaneously adapt a lot and 
be novel in terms of product adaptation, will find themselves in a position where they cannot 
pool the resources  needed to successfully pursue both strategic paths. 
Therefore, the results of this study indicate that simultaneously attempting to pursue high 
quantity of adaptation alongside novelty of adaptation hinders the positive effect of quantity of 
product adaptation for customer value creation. This is similar to how behavioural 
innovativeness exerts a negative impact on performance (Hundler et al., 1996). The novelty of 
export product adaptation, then, adversely affects the impact of quantity on creating customer 
value. This simultaneous combination of adaptation dimensions (i.e., quantity and novelty) is 
consequently deemed an ineffective strategy for exporters to follow and points to the trade-offs 
associated with incompatible strategies (e.g. Rugman & Verbeke, 2007). 
 
7.2.4 The Moderating Effect of the Internal and the External Environment 
Underpinned by the resource-based view of the firm and the contingency theory approach 
(e.g., Barney, 1991; Galbreath, 2005; Ginsberg & Venkatraman, 1985), this study explores a 
number of internal and external contingencies that may influence the effect of export product 
adaptation quantity on creating customer value. Although the export literature typically 
examines such effects as determinants of strategy or direct determinants of performance (e.g., 
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Brouthers & Nakos, 2005; Cavusgil & Zou, 1994; Laroche et al., 2001), this study addresses 
the literature call to explore the role of the environment (internal and external) in moderating 
the strategy-export performance relationship (Chen et al., 2016). What follows is a discussion 
of the findings pertaining to each moderator examined: export product variety, export scope, 
and firm size (internal contingencies); and, customer and product regulations heterogeneity, 
customer and product regulations dynamism, and investment uncertainty (external 
contingencies). 
 
7.2.4.1 Export Product Variety 
Among the internal contingencies explored, export product variety is found to have a 
negative significant moderating effect on the relationship between quantity of export product 
adaptation and customer value creation. Pursuing high export product variety in conjunction 
with high levels of product adaptation quantity is proved ineffective, eroding customer value 
creation. This finding appears to be in line with the contention that strategic aspects moderate 
the relationship between adaptation and performance (Schilke et al., 2009). Furthermore, it is 
consistent with the argument that a high number of products can be associated with increased 
coordination demands, complex and costly internal operations (Steenkamp, 2014), all of which 
can hinder customer value creation. In a similar logic with how high novelty of adaptation can 
negatively affect the impact of quantity on creating customer value by leading to concentrated 
resource allocation (Szymanski et al., 2007), high levels of export product variety can also lead 
to a suboptimal effect of quantity of adaptation on creating customer value due to the scarcity 
of the resources available to the firm (Andersén, 2011). 
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7.2.4.2 Export Scope 
Export scope, however, does not appear to influence the export product adaptation quantity—
customer value creation relationship. Export scope, expressed by the number of export 
countries, is interestingly not found to significantly impact the above-mentioned relationship, 
although it was expected to weaken it by increasing the complexity of the firms’ operations 
and the related product adaptation activities. Despite the already empirically proven role of 
scope in driving export product adaptation (Hultman et al., 2009; Zou and Cavusgil, 1996; 
Zaiem & Zghidi, 2011), the indications of scope having a moderating impact on the quantity 
of export product adaptation-customer value creation relationship are not confirmed. 
Additionally, the absence of a significant moderating effect of export scope might indicate the 
existence of other variables at play that mitigate the moderating effect of scope. 
  
7.2.4.3 Firm Size 
Similarly, the moderating effect of firm size also appears to be non-significant. Firm size 
represents the resources available to the firm and has been linked with marketing strategy 
adaptation (Quester & Conduit, 1996). The non-significant moderating impact of firm size is 
in line with other literature findings that did not find support either for effect of size on strategy 
(Zaiem & Zghidi, 2011) nor for the effect of size on performance (Aulakh et al., 2010). 
Accordingly, this study further adds that size does not moderate the relationship between 
export product adaptation quantity and customer value creation. 
 
7.2.5 The Moderating Role of the External Environment 
In terms of the external environment, the moderating effects of product regulations 
heterogeneity, customer dynamism and investment uncertainty emerge as significant. The 
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findings of this study in relation to the external environment and the contributions made to the 
existing theoretical knowledge are discussed in the following sub-sections. 
 
7.2.5.1 Customer and Product Regulations Heterogeneity 
The first theoretical contribution in relation to the external environment concerns the effect 
of heterogeneity of the environment. Specifically, the findings of this study bring into the 
surface a significant positive moderating effect of the heterogeneity of product regulations in 
influencing the relationship between export product adaptation quantity and customer value 
creation. This discovery supports the findings of previous studies that heterogeneity of the 
environment requires greater adaptation for strategic fit (Katsikeas et al., 2006). A similar role 
is indicated by the present model, where high quantity of adaptation appears to be the optimal 
choice for firms that operate in highly heterogenic product regulations environments. The 
essentiality of product adaptation when product regulations heterogeneity exists is, therefore, 
reinforced by this study. Additionally, its positive role in affecting the implications of high 
quantity of product adaptation on the customer-specific outcome of creating customer value is 
established. Nevertheless, while high product adaptation quantity emerges as a strategy that 
enables creating greater value in the existence of heterogeneous product regulations, customer 
heterogeneity is not found to have an equivalent effect. Although the role of customer 
heterogeneity in shaping product adaptation decisions is well-established (e.g. Schmidt & 
Kotulla, 2011; Zou & Cavusgil, 1996), which suggests that customer heterogeneity acts as 
antecedent of product adaptation, the indicated by the literature moderating role of the external 
environment on the strategy - performance relationship is not confirmed (Chen et al., 2016). 
This might be either due to the specific performance outcome studied (i.e., customer value 
creation) not being affected or to the existence of other aspects mitigating the relationship 
explored.  
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7.2.5.2 Customer and Product Regulations Dynamism 
A further theoretical contribution is made by this study based on the findings that indicated 
that a significant positive moderating effect is exerted by export customer dynamism. The 
hypothesis about this effect, which was initially hypothesised as being negative, is 
contradicted. The initial hypothesis was based on the logic that customer dynamism requires 
an ongoing commitment of resources that could, potentially, take place in expense of operating 
in optimal levels (Cadogan et al., 2009), due to the fact that the resources possessed by firms 
are limited (Andersén, 2011). Past literature initially pinpointed to a hindering effect of 
customer dynamism in optimizing customer value creation due to the added complexity in 
processing the incoming information (Blocker et al. 2011; Berghman et al., 2006; Cadogan et 
al., 2005).  
Nevertheless, customer dynamism is found to play a positive role in affecting the product 
adaptation quantity–customer value creation relationship, by making it stronger in magnitude. 
A potential explanation for this finding can be attributed to the fact that dynamically changing 
customer conditions require a strategy that tackles them in a drastic way. This appears in 
harmony with past findings that indicate that exports operating in environments that are highly 
dynamic can benefit from investing in strategies that acknowledge market needs (Boso et al., 
2013). It further relates to past indications that dynamic environment requires highly innovative 
strategies in order to be successfully addressed (McArthur & Nystrom, 1991). Therefore, 
changing customer preferences make adaptation crucial for business success and it appears that 
at high levels of customer dynamism, high quantities of adaptation are essential in order to 
increase customer value creation. The contemporary export landscape, especially, is highly 
dynamic, to the extent that customers are rapidly exposed in new ways of buying and 
consuming (Jaworski, 2018), which inevitably shapes customers’ needs and wants, in a high 
speed, and requires constant customer monitoring and adaptation to their requirements.  
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However, no significant moderating effect is found for the dynamism of product regulations. 
A possible explanation can be grounded in the relevant economic and political stability faced 
by firms based and operating in European Union markets (Eichengreen & Frieden, 2001), 
which in turn provides firms with clear product regulations that change in a relatively 
manageable speed of change. In such settings, information about product regulations and 
forthcoming changes is often communicated well ahead and allow to the companies the time 
essential to prepare for them and shape their strategies accordingly. Selecting and operating in 
export markets that are politically stable or offer an institutional environment friendly and 
secure for doing business could also provide an explanation for the lack of moderation by the 
dynamism of product regulations. 
 
7.2.5.3 Investment Uncertainty 
Finally, this study unravels an additional moderating aspect of the external environment. 
Specifically, high levels of investment uncertainty are found to negatively moderate the 
relationship between quantity of export product adaptation and customer value creation, 
weakening the effect. High levels of investment uncertainty are often associated with risk 
(Gnizy et al., 2017) which influences firms to limit the resources allocated to such strategic 
ventures that entail insecurity. Therefore, the resources directed to enable creating a higher 
quantity of adapted product versions (i.e., higher quantity of adaptation) are not sufficient to 
address the export customer needs and provide the benefits that they seek to obtain. What is 
more, uncertain investment-related conditions might lead firms in unnecessary moves that 
entail extra procedures and extra cost. This increase in costs reflects in the product prices 
charged, thus, negatively influences the creation of customer value. In other words, the 
customer value creation that is enabled by increased levels of export product adaptation 
quantity is consequently hindered.  
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The entirety of these findings, as presented in Sections 7.2.5.1, 7.2.5.2 and 7.2.5.3, 
highlights the important role of the external environment for export product adaptation strategy 
success. 
 
7.2.6 A Summary of the Contributions to Theory  
Summarising the above discussion, this section highlights the significant theoretical 
contribution that stems from the findings of this study. Importantly, the empirical testing of the 
conceptual model developed in the third chapter of this thesis enabled to tackle the research 
questions raised and address the research gaps identified in the following ways. 
First, the link of product adaptation to customer value creation is traced. The conceptual 
association of products made to accommodate specific customer needs with creating customer 
value traces many years back (Slater & Narver, 1994). Nevertheless, the link between product 
adaptation and customer value creation has not been clearly traced within the international 
marketing strategy literature.  Only few studies have considered customer-related outcomes as 
part of higher-order or composite performance measures (Schilke et al., 2009). The findings of 
this study offer empirical evidence for the existence of a positive link between export product 
adaptation quantity and customer value creation. 
Second, a brand-new conceptualisation of export product adaptation is utilised, addressing 
a long-standing literature call for reconceptualising issues pertaining to international marketing 
strategy (Theodosiou & Leonidou, 2003). Past research indications for the existence of 
quantity, intensity, and novelty, as separate facets of product adaptation, have been collected 
and taken into consideration. The conceptual model of the present study incorporates these 
dimension-related conceptual contentions. In this context, the differential role of the multiple 
product adaptation facets in affecting customer value creation is explored and traced. After 
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several calls of the literature for exploring the separate impact of the quantity of export product 
adaptation (Steenkamp, 2014; Oliveira, 2015; Ward, 1983), this study emphasises in shedding 
light on how it directly affects creating customer value. The positive direct effect of quantity 
on performance is empirically proved. The moderating effects of the remaining two product 
adaptation dimension identified in the literature (Boso et al., 2012; Hultman et al., 2009; 
Szymanski et al., 2007), namely intensity and novelty are pursued. The conceptualised 
relationships, which have been grounded in the literature, lead to empirically proving that 
intensity and novelty have an opposing effect on creating customer value. Specifically, this 
study highlights that whereas intensity of export product adaptation boosts the quantity of 
export product adaptation –customer value creation relationship, novelty of export product 
adaptation has the opposite effect on it, weakening the above-described link. 
Third, this study further contributes to the theoretical knowledge with the examination of 
contingencies that moderate the effect of international marketing strategy on performance.  In 
this, context, the moderating effects of a series of internal and external contingent factors have 
been studied, addressing the relevant call for research (Chen et al., 2016). Export product 
variety emerges as a negative moderator of the quantity of export product adaptation –customer 
value creation relationship. The examination of a series of external moderators brings into the 
surface the positive moderating role of customer dynamism and product heterogeneity, as well 
as the negative moderating effect of investment uncertainty. 
All in all, the sum of the study’s findings highlights the complexity of export product 
adaptation and the need for addressing a series of opposing influences that spring from the 
internal and the external environment. 
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7.3 Managerial & Policy Making Implications  
For export practitioners, the results of this study offer a better understanding of the differing 
effects of the multi-faceted form that adaptation can take and enable taking adaptation 
decisions appropriate to the firms’ specific goals. Specifically, the positive effect of quantity 
of export product adaptation on creating customer value in the export markets is confirmed. 
This is an important finding for managers that follow a customer-centred strategy, since 
increasing the amount of adaptation offered across their portfolio of export products enables 
increased customer value creation, which can be critical for achieving higher customer reach, 
sales and profits in the long run. Operating in export markets where customers’ characteristics 
are different deems product adaptation essential and higher provision of customer value 
demands a higher amount of product adaptation across the export product portfolio. 
The multi-faceted conceptualization of export product adaptation brings to the surface the 
existence of different dimensions of product adaptation, which differently affect customer 
value creation. The results offer managers a better understanding of the differing effects of the 
various aspects of adaptation and specifically which are the most optimal combinations of 
quantity with intensity, and quantity with novelty of product adaptation. While higher quantity 
of product adaptation increases customer value creation and higher intensity of adaptation 
boosts the afore-mentioned relationship, the simultaneous employment of high levels of 
quantity and novelty hinder the effect of quantity on creating customer value. When customer 
value creation in export markets is pursued, firms are advised to perform high quantity and 
create many different product versions to satisfy local market needs. They are further 
encouraged to enhance the quantity of adaptation efforts with being engaged into highly intense 
adaptations that allow for extensive modification of the products’ features. Nevertheless, it is 
clearly indicated that adapting many products (i.e., to be engaged in high product adaptation 
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as these two approaches to product adaptation are resource demanding, complicated and 
incompatible.  
Furthermore, the findings of this study indicate that export product adaptation decisions 
must be considered in conjunction with the general export product strategy of the firm. 
Specifically, the number of export products (i.e., export product variety) holds a critical role in 
the successful outcome of export product adaptation quantity in creating customer value. High 
levels of quantity are not optimally combined with high levels of product variety. These two 
strategic approaches demand the same mechanisms and resources which are generally limited 
in the firms and cannot be effectively implemented at the same time as one acts in expense of 
the other. Managers trying to apply a high quantity of export product adaptation are expected 
to face insuperable difficulties to simultaneously handle multiple export products. Such 
coordinating and managing efforts can be costly and extremely complex, disorient the efforts 
to successful adapt firms’ products and eventually hinder the effect of quantity on creating 
value for the export markets. Export scope is not found to have an equivalent effect; thus, the 
number of export markets served by the firms is not expected to facilitate or hamper the ability 
of export product adaptation to create customer value. Higher quantity is expected to lead to 
higher customer value creation in export markets regardless of the export scope or the firm 
size. 
Export practitioners are further encouraged to pay meticulous attention to the export 
external environment in which they operate. Several aspects of the environment can moderate 
the impact of quantity of export product adaptation on customer value creation, namely export 
environment heterogeneity, expressed by differences between the home and the export 
markets, dynamism, expressed by the speed with which the export conditions change, and 
uncertainty, expressed by the unpredictability of the export market environment. Highly 
heterogeneous export markets with regards to product regulations deem high export product 
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adaptation the essential route to creating higher customer value, while customer differences 
might not be so crucial to the extent that they are overcome with the right targeting strategies. 
In an opposite fashion, customer dynamism and the speed of change in customer needs and 
wants is of crucial importance to optimize the quantity – customer value creation relationship. 
In this context, firms must carefully consider highly dynamic customer environments and the 
extent to their involvement there, as well as be aware of the fact that they are not a friendly 
environment when high adaptation quantity is essential to provide value of the export markets. 
The effect of a dynamic product regulations environment is not equally important.  
Finally, when the environment offers an uncertain ground for the investment, product 
adaptation cannot achieve the highest possible customer value creation levels. When 
significant amounts of investment, either financial or related to other resources (e.g. demanding 
high human capital investment and the employment of a high number of employees) are 
required to undertake high levels of export product adaptation environments of export 
investment uncertainty must be avoided. Vice versa, when export markets high in investment 
uncertainty must be served, caution shall be put in performing product adaptation low in 
investment demands. 
Overall, it is worth highlighting that a number of key variables of this model are entirely 
quantifiable. As such, managers can use real adaptation numbers, combined with quantified 
export product variety and under given external situations balance the operational demands of 
each strategic aspect and shape the best possible outcomes. Despite the inability of firms to 
directly influence and control the conditions of the external environment, policymakers can 
take into account the role of the product regulations on affecting the success of product 
adaptation quantity. Customer environment is bound to change, therefore, building stable 
institutional settings, with clear product regulations and product standards is crucial to help 
firms optimize their export performance. Heterogeneous product regulations environments 
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constitute product adaptation a mandate. In this context, forming trade unions and joining 
efforts for the creation of commonly accepted product standards is vital to create export-
friendly environments, enhance trade, and consequently enhance economic growth. 
 
7.4 Limitations and Directions for Future Research  
The present research makes substantial contributions with regards to the pathways through 
which export product adaptation and its various facets contribute to creating value in export 
markets. However, stimulating avenues for future research emerge from some inevitable 
limitations of this study.  
 
7.4.1 Investigation of Alternative Performance Outcomes  
The positive link between quantity and export product adaptation is traced. This study 
confirms that a strategy of providing a greater number of products that have been modified to 
include attributes that satisfy customers’ needs and wants are those firms that encounter 
increased levels of customer value creation. This study captures the differential impact of the 
three different product adaptation dimensions, quantity, intensity, and novelty, on creating 
customer value. However, product adaptation is also linked with financial and market 
performance (e.g. Zou & Cavusgil, 2002) and it is expected that the multiple product adaptation 
facets will affect other types of export performance outcomes distinctively. For instance, it 
would be interesting to examine how quantity of product adaptation is related to financial 
measures, such as profits and profits growth, as well as market performance indicators, such 
as sales and market share (e.g. Aulakh et al., 2000; Brouthers and Nakos, 2005; Schilke et al., 
2009). 
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Moreover, it would be worth exploring both the interplay of quantity with intensity and 
novelty, as well as the separate effects of the facets on financial and market outcomes in 
affecting market and financial outcomes. In this context, future research could investigate how 
intensity, separately, also affects firm performance in a positive way, in the same way as it 
does influence customer value creation. In addition, future studies could focus on studying the 
direct effects of export product adaptation novelty on indicators such as sales or profits. While 
this study only controlled for the direct impact of novelty on customer value creation, no 
significant effect was identified, and it is highly suggested that it is examined whether this is 
the case for other export performance outcomes. 
 
7.4.2 Exploration of Hidden Mediation Effects 
Value enclosed in product offerings can be a demiurgic mechanism for performance in 
foreign markets (Birnik & Bowman, 2007). In this context, the question of whether customer 
value acts as a mediating mechanism through which product adaptation affects export 
performance is foreshadowed. Additionally, there emerges a further query concerning other 
benefits or costs related to export marketing strategy adaptation. Product adaptation can be 
associated to positive and negative after-effects such as coordination and control demands, 
timed product delivery, production costs, economies of scope and scale, global brand image, 
and operational efficiencies (e.g., Birnik & Bowman, 2007; Zou & Cavusgil, 1996; Steenkamp, 
2014; Chryssochoidis & Wong, 2000). This study highlights the necessity to explore the 
influence of product adaptation on diverse positive or negative alleged outcomes and what is 
the overall impact on financial and market performance outcomes. It would be of particular 
interest to explore the effect of the different product adaptation aspects on these costs and 
benefits and whether there exist mediating effects leading to other export performance 
outcomes. 
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7.4.3 Consideration of Additional Moderating and Non-Linear Effects  
Based on the resource-based view of the firm and the contingency theory (e.g., Barney, 
1991; Galbreath, 2005; Ginsberg & Venkatraman, 1985), which highlight the critical role of 
the internal and the external environment in affecting performance outcomes, this study 
examines several moderating effects. Specifically, export product variety, export scope, and 
firm size are considered as firm characteristics that influence the export product adaptation – 
customer value creation relationship. Among them, only export product adaptation is found to 
play a significant role. However, additional organisational characteristics relate to export and 
international marketing strategy and performance and an effort to examine additional internal 
contingencies would enrich the knowledge regarding how quantity of export product 
adaptation, its interplay with intensity and novelty, and its effect on creating customer value 
might be influenced.   
For instance, market orientation entails a series of firm’s behaviours that are associated with 
identifying, understanding and responding to customers’ needs and wants and has been 
connected to export performance outcomes (Cadogan et al., 2002; Cadogan, 2012). Recent 
studies indicate that market orientation might have a moderating impact on the product 
adaptation – performance relationship (Tantong et al., 2010), and although the significance of 
the effect is not always confirmed (Oliveira et al., 2015), its interaction with the multi-faceted 
product adaptation constitutes an interesting future research quest.  
Additionally, elements of firm structure, such as formalisation, centralisation, and inter-
functional connectedness are often associated with firms’ strategic decisions and their 
outcomes (e.g. Cadogan et al., 2001; Cadogan et al., 2005). For instance, Quester and Conduit 
(1996) try to examine the interplay between standardisation and centralization, expressed as 
the degree of control of the headquarters or the degree of control accorded to foreign offices 
(i.e., high or low centralisation). Despite the frequent association of firm structure with 
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adaptation or standardisation, the significance of their role is not proved yet and their 
examination in a multi-faceted product adaptation context would be a potential future research 
approach.  
Finally, the suggestion for the examination of the moderating role of additional internal 
aspects brings to light the existence of alternative firm resources. For example, access to 
financial resources, productivity and network ties can have their share in influencing 
performance (Boso et al., 2012; Wiklund & Shepherd, 2005), by reinforcing the slack resources 
possessed by firms (Sui & Baum, 2014). This study considers firm size as a representation of 
firm resources that enable to tackle export complexity and support product adaptation, but its 
role is not confirmed. Nevertheless, the afore-mentioned alternative types of resources (e.g., 
access to financial resources) might in turn moderate the quantity of export product adaptation 
– customer value creation relationship or the relationship of a multi-faceted export product 
adaptation with other firm-level export performance outcomes.  
This study also recommends further exploring other aspects of the external environment. 
Heterogeneity and dynamism of customer and product regulations, and investment uncertainty, 
are considered, since market differences, dynamism and turbulence have traditionally been 
treated in conjunction with firms’ foreign market strategies and their success (e.g., Katsikeas 
et al., 2006, Boso et al., 2012, Cadogan et al., 2009). The significant role of product regulations 
heterogeneity, customer dynamism and investment uncertainty is confirmed. Nevertheless, this 
study suggests that further micro and macro environmental factors potentially moderate the 
effect of export product adaptation quantity on creating customer value. In this context, factors 
such as marketing infrastructure and demand homogeneity and psychic distance might be able 
to explain strengthened or weakened effects of product adaptation on creating customer value 
or affecting other performance outcomes (e.g. Evans & Bridson, 2005; Jain, 1989; Levitt, 
1983). At the same time, political and economic aspects, as well as the technological landscape, 
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are often presented in models examining export and international market performance (e.g. 
Hultman et al., 2009; Schmidt & Kotulla, 2011; Zou & Cavusgil, 1996). This study contends 
that the extent to which these factors are similar, dynamic, or predictable, among firms’ export 
markets, could potentially have an interesting effect on the outcomes of the multi-faceted 
export product adaptation and, in this context, their future study is proposed. This is in line 
with recent advances in export knowledge that consider institutional aspects, such as political 
instability and levels of corruption, as factors moderating the outcomes of strategy to export 
success (Krammer et al., 2018). 
 Additionally, it is recognized that the competitive environment might further influence the 
quantity of export product adaptation outcomes. For instance, export intensity has been 
positively connected to marketing standardisation (Katsikeas et al., 2006). It would be 
particularly worthy to explore its role in moderating the ability of quantity of export product 
adaptation to create customer value and how quantity’s interplay with intensity and novelty is 
potentially affected. Therefore, in accordance with Chen et al. (2016), this study strongly 
recommends further exploring external environment and institutional factors, as well as the 
competitive environment. 
In addition to the examination of additional moderating effects, it is understood that three-
way interacting factors might enhance the pathways leading to export customer value creation 
and export performance. Such interactions might strengthen, weaken, or change the direction 
of the effect of the moderators studied. For instance, firms’ slack resources, such as access to 
financial resources have been connected with the outcomes of strategy (e.g. Barney, 1991). 
Subsequently, export product variety’s effect as a negative moderating force on the export 
product adaptation quantity – customer value creation relationship might be affected under 
different levels of access to financial resources. An alternative suggestion would be to include 
the role of network ties as an additional force to the effect of the export environment on 
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affecting the customer value created or other export firm performance outcomes. Recent 
studies include the network ties as moderators on the relationship between export strategy or 
strategic orientation and export performance (e.g. Boso et al., 2012). The exploration of the 
role of such informal institutional forces emerges as an extremely relevant field of future 
research. 
Finally, it is important to further provide evidence with regards to potential quadratic effects 
of quantity of export product adaptation on creating customer value. This study explores the 
effect of export product adaptation quantity on the specific outcome of customer value creation, 
captured by a managerial evaluation of whether the benefits created outperformed the cost, i.e. 
whether value was created. As customer value is the outcome of the equation of benefits minus 
costs (Garaerdts, 2012), one could argue that one might expect to see trade-offs in terms of 
investing in a number of new product adaptations, since such investments at the extreme might 
impact on the firm’s ability to perform on other customer value delivery fronts (e.g. service, 
distribution times and price). Indeed, even though the results of the current study fail to provide 
strong support for non-linear effects (see Table 6.5, Section 6.4.3), since the t-value associated 
with the quadratic terms is relatively small, they do not provide strong evidence of no effect 
either. Specifically, the point estimate for the quadratic effect is relatively large (γ = -.24), and 
it is certainly important that additional work is undertaken to determine whether the coefficient 
is consistent and large across other data sets, since this would provide evidence that there are 
diminishing returns to adaptation quantity.  
 
7.4.4 Existence of Alternative Perspectives of Value 
This study explores the effect of export product adaptation quantity and the collective 
impact of the multi-faceted export product adaptation on the creation of customer value. In this 
context, the path chosen is to explore that traditional association of adapting products to satisfy 
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differing customers’ needs and wants. Accordingly, the measurement of customer value 
creation employed by this study is parsimonious and captures the general firm’s capability to 
satisfy customers’ needs and wants and create customer value. Nevertheless, value is a 
polysemous concept comprising value for the customer and value for the firm (Woodruff, 
1997). Since this study traced the impact of export product adaptation on customer value, it 
remains of evident importance that future research addresses the effect of quantity, intensity 
and novelty of export product adaptation on firm value. Such a research direction would be in 
accordance with the association of product-related aspects, such as new product introduction 
process, with firm value creation (Sharma et al., 2018). Additionally interesting would be the 
exploration of customer value through the lenses of the consequences-based view of value 
which advocates the consideration of the hedonic element of value (Sweeney & Soutar, 2001), 
on top of the utilitarian provision of attribute-based value. Understanding the differential 
impact of export product adaptation and its multiple dimensions on providing utilitarian and 
hedonic customer value and the subsequent effect on other performance outcomes, inevitably 
raises as a topic for future research.  
 
7.4.5 Generalisability of the Findings 
This study has focused on exploring the multi-faceted effect of product adaptation within 
an export context. Despite the export specificity of the findings, it is suggested that their 
applicability might extend in different contexts, such as international and global marketing, 
insofar as exporting is the most usual foreign market entry mode (Morgan et al., 2012). 
Therefore, it suggested that the multi-faceted impact of export product adaptation on creating 
customer value and other performance outcomes could find ground for generalization in other 
market-entry modes, such as in joint ventures, contractual agreements, or in parsimonious 
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international product adaptation studies. It is highly suggested that future research further 
explores multiple-mode inclusive models.  
Similarly, the findings of this study have been derived by the analysis of data relating to the 
highly-developed economy of Finland. Not only Finland has a thriving, manufacturing-
oriented, economy but is a country with high export involvement (Indexmundi, 2017). Since 
this study is country-specific, it is suggested that future researchers examine the subject in 
different country and institutional environments. For instance, shedding light in how product 
adaptation efforts, in terms of quantity, intensity, and novelty, might have different overall 
outcomes in creating customer value in less developed or emerging economies, where newly-
formed institutional environments, lower incomes and different socio-economic conditions 
might determine customer value evaluations differently (Hoskisson et al., 2000), is of extreme 
importance. 
 
7.4.6 Measurement of Export Product Adaptation  
This study captures export product adaptation via multiple separate dimensions, for the first 
time. This first effort of capturing the multifaceted phenomenon brought into light potential 
refinements of the measures. First, quantity of export product adaptation is captured by the 
total amount of export product adaptation across the entire portfolio of export products and is 
extracted by the average number of export product versions the firm created for its products. 
These measures are evaluated in comparison with the alternative multiplication of the average 
number of export product versions with the number of export products. Nevertheless, such a 
product-term measure was dropped since it was combining and masking in one two different 
effects, namely the quantity of the products adapted, and the number of products exported (i.e., 
export product variety). Obtaining export product adaptation quantity by the average number 
of product versions created for the firms’ entire export portfolio is a representative measure of 
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the amount of export product adaptation performed and enables tracing its relationship with 
customer value creation and how it is affected by internal and external moderators. 
Nevertheless, future research is advised to further capture the number of products adapted out 
of the overall export product portfolio. In this context, a precise amount of adaptation could be 
derived by the multiplication of the two figures. In turn, this product term could serve as the 
basis for even more precise results and turn the model into a tool based on actual, quantifiable 
figures.  
Second, intensity of export product adaptation is captured by the percentage of features 
adapted. This figure is based on managerial estimation, and it is advised that future research 
makes an effort to base the measurement of this facet in multiple items, to enhance the accuracy 
of the answers obtained. The multiple-item measurement could further serve as an opportunity 
to include multiple-item measures of the constructs that are not directly measurable (e.g. the 
number of export countries). Although this study adopts an approach where the minimal 
possible number of items is used to enable model testing complexity (Hayduk & Littvay, 2012), 
it is acknowledged that there exists the alternative recommendation of using at least three-items 
to represent each construct (e.g. Hair et al., 2010).  
Finally, the novelty of export product adaptation measurement is relatively parsimonious. 
It is suggested that in the future measures could be further developed to capture different 
novelty dimensions.  Product innovation literature indicates that product developments, such 
as export product adaptation, can either bring newness to the firm or newness to the market 
(Danneels & Kleinschmidt 2001; Szymanski et al., 2007). Respectively, future research 
incorporating the three facets of export product adaptation could capture these two aspects of 
product adaptation novelty, namely novelty for the firm and novelty for the market and 
conclusively explore how effects on customer value creation and other export performance 
outcomes are influenced differentially. 
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7.4.7 Other Methodological Considerations 
This work is a cross-sectional study of multiple-sector Finnish firms. The questionnaires 
were filled by one single respondent and where multiple responses were obtained by the same 
firm, they were filtered, and those derived by the most knowledgeable person with regards to 
exports were retained. Single source responses are sometimes associated with common method 
bias (Hulland et al., 2007). All possible precautions were taken in order to reassure that 
common method bias is not present in this study. Particular attention was paid to the design of 
the questionnaire, and other precautionary measures for eliminating the chances of common 
method bias (MacKenzie & Podsakoff, 2012), whereas post-hoc tests revealed no indication 
for its existence. The questions comprising this questionnaire demanded a high degree of 
knowledge which rendered finding second respondents within the company unfeasible. In this 
context, forcing a second source from within the company would distort the picture rather than 
give more accurate data, as has been suggested by Sousa et al. (2008) and Lyon et al. (2000). 
Nevertheless, it would be interesting to see future research employing multiple respondents to 
capture similar issues.  
Moreover, although not relevant to the quest of this study, which captures effects on creating 
export customer value, future research is encouraged to incorporate secondary data sources. 
To the researcher’s knowledge, there is no available secondary data for customer value creation 
representing value created for the export customers by each firm. In this context, the inevitable 
self-report, single-source limitation is acknowledged.  In light of the single-respondent self-
reporting data of this study, therefore, should future studies explore the link of the multiple 
facets of export product adaptation and market or financial performance outcomes, they are 
advised to either further collect responses from the financial firm departments, or obtain actual 
figures from secondary sources.  
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Finally, data were collected at a single time-point. Due to the lack of longitudinal data 
causality cannot be claimed, but is inferred through the SEM (Hair et al., 2010). Nevertheless, 
following the theoretical stance that strategy drives performance outcomes (e.g., Chen et al., 
2006; Morgan, 2012), the study demonstrates that export product adaptation quantity, its 
interplay with intensity and novelty and its dependence on internal and external factors do 
indeed impact customer value creation in export markets.   
 
7.5 Concluding Remarks  
In conclusion, this research enhances the export marketing knowledge. Specifically, it 
elucidates the fundamental effect of export product adaptation quantity on a so far unexplored 
but crucially central concept of marketing, namely customer value creation. This constitutes a 
crucial contribution to the theoretical knowledge that has not focused its attention in 
empirically tracing the effects of product adaptation on creating customer value before. 
Importantly, export product adaptation is treated as and proved to be multidimensional, 
consisting of quantity, intensity and novelty. The differential role of each export product 
adaptation aspect in influencing customer value creation is traced. Quantity of export product 
adaptation, an important product adaptation aspect that has received vast conceptual literature 
attention is found to enable customer value creation. Intensity and novelty of adaptation affect 
the relationship between adaptation quantity and export customer value creation in polar ways; 
adaptation intensity positively and adaptation novelty negatively. This illustrates the 
complexity of managing the multiple facets of adaptation simultaneously and the need to 
consider all three aspects carefully, as sometimes the effort to combine high levels of certain 
product adaptation aspects might hinder the effort to create higher customer value creation. 
Furthermore, impactful internal and external contingencies emerge from the findings, 
highlighting the critical role of the firms’ internal characteristics and the export environment 
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in enabling or hindering the outcome of export product adaptation quantity. Specifically, high 
product variety in combination with high levels of export product adaptation quantity erodes 
customer value creation. Similarly, high levels of investment uncertainty also affect the value 
creation properties of product adaptation negatively. However, an environment characterised 
by heterogeneous product regulations and dynamic customer needs and wants augments the 
export product adaptation—customer value creation relationship.  
This study can serve as the basis to enable managers to adjust their strategies and their 
related tactics so that they better achieve the quest of creating customer value while keeping 
the customer in the heart of their schemes. In addition to the theoretical, managerial and policy-
making implications of this study, a series of future research avenues appear in the horizon. 
This study maps three different facets of export product adaptation and it is hoped that this 
conceptualisation will serve as the basis to further exploring multi-dimensional effects of 
export adaptation efforts on various export performance outcomes. It is further wished that this 
study will inspire the further exploration of export marketing strategy and performance issues, 
as well as a research-informed managerial practice. 
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Appendix B: List of questionnaire contents 
List of Questionnaire Contents 
Section/ 
Question 
Variable Description 
SECTION I: YOUR COMPANY'S EXPORT ACTIVITIES 
I/1 Global-ness of marketing strategy 
Product Definition 
I/2 Number of export products 
I/3 Number of export countries 
Product Version Definition 
I/4 Typical Product Export Countries Number 
Typical Export Product Versions No 
I/5 Generalizability of Typical Product Versions Number 
I/6 Average number of Versions per Product 
I/7 Intensity of Adaptation 
Base of Adaptation (Country vs. Customer) 
I/8 % of Product Adaptation 
I/9 Novelty of Adaptation 
I/10 
Price Strategy Adaptation 
Promotion Strategy Adaptation 
Distribution Strategy Adaptation 
I/11 
Co-ordination Difficulty 
Co-ordination Inefficiency 
SECTION II: YOUR EXPORT PRODUCTS/COUNTRIES 
II/1 New Product Development (No of New to the World Products) 
II/2 New Country Entry (No of New Export Countries) 
II/3 
Speed of New Product Roll-Out 
Business Planning Sophistication 
Staff Deployment 
Developer Support 
Note about Current Product Re-Development 
III/4 % of Current Product Re-development 
III/5 Frequency of Current Product Re-development 
III/6 Current Product Re-Development Intensity/Degree 
III/7 Novelty of Current Product Re-development 
SECTION III: YOUR EXPORT ENVIRONMENTS 
III/1 
Environmental Uncertainty: Competitive  
Environmental Uncertainty: Technological 
Environmental Uncertainty: Investment 
Environmental Uncertainty: Customer Needs and Wants 
Environmental Uncertainty: Cultural 
III/2 Environmental Heterogeneity: Customer Needs & Wants 
Environmental Heterogeneity: Cultures 
 References 
 334 
List of Questionnaire Contents 
Section/ 
Question 
Variable Description 
Environmental Heterogeneity: Competition 
Environmental Heterogeneity: Technological 
Environmental Heterogeneity: Product Regulations 
Environmental Heterogeneity: Demand 
III/3 
Environmental Dynamism: Customer Product Preferences 
Environmental Dynamism: Customer Base 
Environmental Dynamism: Competition 
Environmental Dynamism: Product Regulation 
SECTION IV: YOUR COMPANY FROFILE 
IV/1 Industry 
IV/2 Company Years in Business –Absolute no 
Company Years in Business – Since Year 
IV/3 Company Years in Exporting –Absolute no 
Company Years in Business –Since Year 
IV/4 Number of Employees  
IV/5 Exporting Employees  
IV/6 Number of Products Produced 
IV/7 Existence of Exporting Department 
IV/8 Type of Export Sales (Product/Service) 
IV/9 B2B vs. B2C Sales 
IV/10 Export Region 
IV/11 Performance of Firm Export Sales (Last Financial Year) 
IV/12 Number of Export Countries (Last Financial Year) 
IV/13 Total Sales Turnover Spent on R&D (Last Financial Year) 
IV1/4 Performance: Annual Total Export Profit (Last Financial Year) 
IV/15 Direct Exports (Last Financial Year) & Definition Note 
IV/16 Direct Export Sales Volume (Last Financial Year) 
IV/17 Relative Size of the Company 
IV/18 Product Culture Specificity  
IV/19 Industry - R%D Expenditure 
Industry - Price Competition 
IV/20 Industry - Technological Intensity and Velocity 
SECTION V: ABOUT YOUR EXPORT OPERATIONS 
V/1 Export Marketing Orientation Capability 
V/2 Entry Mode Portfolio 
V/3 
Export Formalisation 
Export Centralisation 
Inter-functional Connectedness 
Export Oriented Training Systems 
Foreign market institutions/barriers/facilitators 
V/3 Competitor's Customer Orientation 
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List of Questionnaire Contents 
Section/ 
Question 
Variable Description 
V/5 
Decision Making Autonomy 
Pro-activeness 
Product Innovation Intensity 
V/6 Risk Taking 
V/7 Annual Sales Turnover (Last Financial Year) 
Average Total Profit (Last Financial Year) 
V/8 Source of Competitive Advantage 
V/9 
Competitive Aggressiveness -Head to Head Confrontation 
Competitive Aggressiveness-Flanking Attack 
Competitive Aggressiveness-Behaviour Shaping 
Competitive Aggressiveness-Market Shaping 
Competitive Aggressiveness-Market Deconstruction 
V/10 Product Innovation Novelty 
V/11 Access to Financial Resources 
V/12 
Political Network Ties - Number 
Political Network Ties - Closeness 
Political Network Ties - Frequency 
Business Network Ties - Number 
Business Network Ties - Closeness 
Business Network Ties Frequency 
Local Communities Network Ties - Number 
Local Communities Network Ties -Closeness 
Local Communities Network Ties -Frequency 
V/13 Overall Performance: (ROI/ROS/ROA/Profit Margin) 
V/14 Behavioural Uncertainty: Difficulty of monitoring Export Sales 
SECTION VI: BUSINESS OUTCOMES RELATING TO EXPORTING 
VI/1 Performance of New Export Country Sales/Profit/Growth  
VI/2 Performance of the Firm Profit (Entire Export Operations) 
VI/3 Performance of New Product/Services Sales/Growth 
VI/4 Performance: Annual Export Sales Growth % 
VI/5 Performance: Annual Export Profit Growth % 
VI/6 Overall Export Performance Satisfaction 
SECTION VII: SOCIETY AND THE ENVIRONMENT 
CSR Definition 
VI/1 
Magnitude of Charity 
Magnitude of Environmental Activities 
Global-ness of Focus of Charities 
Global-ness of Focus of Environmental Activities 
VI/2 Charity Performance (Relative to Expectations) 
Environmental Activities Performance (Relative to Expectations) 
SECTION VIII: ABOUT YOURSELF 
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List of Questionnaire Contents 
Section/ 
Question 
Variable Description 
VIII/1 Job Title 
VIII/2 Employment Role 
VIII/3 Respondent's Knowledge 
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Appendix C: Finnish Questionnaire 
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Appendix D: Cover Letter for the Online Finnish Survey (translated) 
 
Invitation to participate in a survey                               1.9.2015 
Please respond to a University of Eastern Finland survey about international export research, 
win an iPad Mini! 
 
Dear recipient, 
Export is an important factor in the success of Finland. You have been selected to respond to 
a survey of international export companies of thirty countries. The replies of Finnish export 
companies play a very important role in the study. 
We hope you have the time to share your opinion and your views on international exports. 
Since there is a small number of exporters in Finland, compared to many other countries, it is 
of paramount importance to participate in this research. Data collection for this research is 
carried out by Taloustutkimus and assigned by the University of Eastern Finland. 
Answering is easy and is mostly done by tapping out of the options or writing a response to the 
space provided. Your answer is strictly confidential. Results are presented in statistical tables, 
so individual responses cannot be separated and no identity can be identified. 
We hope to receive your response by xx.xx.2015. You can access the questionnaire [from this 
link]. 
If you have any questions about the study, you can contact Professor Tommi Laukkanen at the 
University of Eastern Finland, Tel. +358 50 438 7423, tommi.laukkanen@uef.fi.  
Regarding technical questions of the questionnaire, please contact research manager Paula 
Lehto at Taloustutkimus, Tel. +358 10 758 5275. paula.lehto@taloustutkimus.fi 
By answering the survey and leaving your contact details, you will be taking part in a prize 
draw with five iPad Minis. Winners will be notified personally. 
The University of Eastern Finland submits a short summary of the results of the study to the 
respondents who submitted their contact information. 
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Thank you in advance for your valuable feedback! 
 
Regards, 
University of Eastern Finland and Taloustutkimus Oy 
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Appendix E: Example Screenshots from the Online Questionnaire  
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Appendix F: Plots of the Moderating Effects 
 
The Moderating Effect of Intensity of Export Product Adaptation 
 
Controlling for other causes of customer value creation, the effect of quantity of export 
product adaptation on customer value creation under low and high levels of novelty is 
depicted below: 
 
The Moderating Effect of Intensity of Export Product Adaptation 
 
 
The plots of the moderating effect of intensity of export product adaptation are based on 
Equation 2 for: 
Low Intensity=5 (-one 25th percentile from the median =10) 
High Intensity=20 (+one 25th percentile from the median =10) 
 
The remaining variables take the value of the mean (scales) and the median (skewed count 
variables). 
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The moderating effect of Novelty of Export Product Adaptation 
 
Controlling for other causes of customer value creation, the effect of quantity of export 
product adaptation on customer value creation under low and high levels of novelty is 
depicted below: 
 
The moderating effect of Novelty of Export Product Adaptation 
 
 
Low Novelty=1.44 (-1 SD from the mean=2.7) 
High Novelty=3.96 (+1 SD from the mean=2.7) 
 
The remaining variables take the value of the mean (scales) and the median (skewed count 
variables). 
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The Moderating Effect of Export Product Variety 
 
Controlling for other causes of customer value creation, the effect of quantity of export 
product adaptation on customer value creation under low and high levels export product 
variety is depicted below: 
 
The Moderating Effect of Export Product Variety 
 
 
Low Variety=2 (-one 25th percentile from the median =6) 
High Variety=20 (+one 25th percentile from the median =6) 
 
The remaining variables take the value of the mean (scales) and the median (skewed count 
variables). 
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The Moderating Effect of Export Customer Dynamism 
 
Controlling for other causes of customer value creation, the effect of quantity of export 
product adaptation on customer value creation under low and high levels of export customer 
dynamism is depicted below: 
 
The Moderating Effect of Export Customer Dynamism 
 
 
Low Export Customer Dynamism= 1.87(-1 SD from the mean=2.82) 
High Export Customer Dynamism= 3.77 (+1 SD from the mean=2.82) 
 
The remaining variables take the value of the mean (scales) and the median (skewed count 
variables). 
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The Moderating Effect of Heterogeneity of Export Product Regulations 
 
 
Controlling for other causes of customer value creation, the effect of quantity of export 
product adaptation on customer value creation under low and high levels of export product 
regulations is depicted below: 
 
The Moderating Effect of Heterogeneity of Export Product Regulations 
 
 
Low Export Product Regulations Heterogeneity= 3.04(-1 SD from the mean=3.27) 
High Export Product Regulations Heterogeneity = 4.5 (+1 SD from the mean=3.27) 
 
The remaining variables take the value of the mean (scales) and the median (skewed count 
variables). 
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The Moderating Effect of Export Investment Uncertainty 
 
Controlling for other causes of customer value creation, the effect of quantity of export 
product adaptation on customer value creation under low and high levels of export 
investment uncertainty is depicted below: 
 
The Moderating Effect of Export Investment Uncertainty 
 
 
Low Export Investment Uncertainty= 2.29(-1 SD from the mean=3.53) 
High Export Investment Uncertainty= 4.77 (+1 SD from the mean=3.53) 
 
The remaining variables take the value of the mean (scales) and the median (skewed count 
variables). 
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